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SABEL'S PRE-\WALKER CLUB FOOT SHOE 


FOR INFANTS 








Sole removed 
to show flat 
steel plate ex- 
tending from 
heel to toe. 
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ABEL's 


—" oe complete names 
<a i service... ue Bre: 


Your Opportunity to Have the Best in Quality, Workmanship, Orthopedic Features 
and Service in Building Permanent Corrective Business. 


The especially designed Pre-Walker Club Foot Shoe for infants is the latest addition to the Sabel Line. 


The scientific construction keeps the foot in the exact position desired by the physician until the 
child can stand or walk alone. Then, the companion regular Club Foot Shoe can be used. 


The addition of the Pre-Walker Club Foot Shoe rounds out a complete line of corrective type shoes 
highly recommended by leading orthopedic authorities throughout the country. 

Sabel mis-mating and single shoe service is now available on Brace, Club Foot, Surgical and Pre-Walker 
styles. You can order any single shoe or mis-mated sizes without extra mating charge. 

Send for catalog showing 38 Sabel in-stock styles and franchise information for localities now 
remaining open. 


EXCLUSIVE "THOMPSON BROS. SHOE @ ™AKERS 


FINE SHOEMAKERS 
BROCKTON 
MASS. 
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HiOW’S your timing? Did you 
open your Spring promotions and 
have them flop into the lap of Win- 
ter? Plenty of advertising money 
was run “calendar schedule,” blan- 
keting a nation with Spring flowers 
when snow, rain and rubbers were 
in customers’ wants. 

Lucky the store that times its ads 
to local weather, giving the release 
signal only if weather is propi- 
tious. Sometimes national cam- 
paigns are so unwieldy that once 
the steam roller starts nothing can 
stop the machinery. Nine times out 








of ten it is in the groove of Spring 
and O. K. for prestige and general 
promotion—but this time it “laid a 
frozen egg” and yet “weather or 
no,” Easter week will bulge the 
walls and ring the cash register of 
every store in the country, for it’s 
the “coming-out” season for new 
shoes. A fair break in weather and 
the public will go wild over new 
shoes. This public of ours is a 


bunch, bulge and last-minute gang, 
wanting “what it wants, when it 
wants it” and the later the better. 
Get reconciled to emotionalism 
in shoe buying. The war of nerves 
is in operation over here and the 


merchant is the victim. You have 
been in competition, not with your 
neighbor the past six weeks, but 
with wardrobe closets—for the old 
timers have been concealed beneath 
rubbers and the big Saturday sales 
you lost are lost forever. The pub- 
lic wants only today’s shoes, today. 
am - . 

BRR. W. MANNING of the Home 
Shoe Store in Everett, Wash., sends 
us the following oddity: 

“Last month a customer came in 
and required a 5/A on the left foot 
and 7/AA on the right foot. So 
we ordered a split pair from stock, 
to be mated up in blue alligator 
with open toe and elasticized gabar- 
dine, V throat. 

“Two days later another cus- 
tomer, a stranger to the first, came 


{11} 


in and as luck would have it, was 
taken by the same salesman; and 
imagine his surprise when she said: 
‘I take about a 5/A on my right 
foot and about 744/AA on my left 
foot and would like to see about 
getting such a pair in blue reptile.’ 

“After recovering from the shock, 
we wired the factory to send a pair 
of 5/A and a pair of 7/AA and 
thanks to the open toes, fitted both 
customers, whom we introduced— 
one to the other. From now on they 
are going to discuss their shoe needs 
and split two pairs—without extra 


costs. 





“This has been a high-spot inci- 
dent in my 34 years’ experience in 
the shoe business.” 

7. - 
@RCHIDS to telephone operators 
at the Endicott-Johnson  switch- 
board, Endicott, New York. We 
called a number of a department— 
it was busy; we held on the wire— 
the cheery voice soon replied: 
“May I have your number, I'll call 
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you back”—and she really meant it 
in the spirit of good-will and help- 
fulness, for I had not told her who 
I was or what I wanted—and in a 
few minutes I had my party and it 
was “open door” to every office 
and most courteous attention con- 
centrated upon me every minute of 
my stay. 

Contrasts are odious—but there 
are plants where every visitor is 
looked upon with suspicion—wait- 
ing is a long rule, and when you see 
the man you came a distance to 
see, he goes right on reading his 
mail, or yelling his orders and puts 
on a bored, pointed, absent-minded 
look. Well, there is business and 
business but there are always men 
and MEN. 

S. ANSEL of the Brown Clothing 
Company in Minneapolis, Minn., 
says: 

“What a boon to the shoe busi- 
ness it would be if we could get by 
with less styles. However, with 
competition as keen as it is, and 
dealing with human beings who 
want large selections to choose 
from and something new all the 
time . . . we fail to see how it can 


be done.” 








E. W. KELLEY, sales manager of 
the Lightning Fastener Co., Ltd., St. 
Catharines, Ontario (Canada), in 
renewing his subscription, writes: 
“We want to compliment the 
Boot AND SHOE RECORDER on its 
creed. (‘Getting More Shoes Sold 
Right; not only MORE but RIGHT; 
sold for the right purpose, to the 
right wearer, in the right fitting; 
for the right price; at the right 
profit. This is the great problem of 
the retail shoe merchants. The chie/ 
purpose of the Boot AND SHOE 
REcORDER is to help solve it; for 
this is the basic problem upon 
which depends the progress of the 
entire allied industries relating to 
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—Much of the retail shoe advertising 
in newspapers is definitely below 


par. 

—Our clipping service brings us 
hundreds of newspaper advertise- 
ments during the year— 

—And, frankly, it is sometimes diffi- 
cult for us to select enough really 
good ads to prepare an oc- 
casional feature article on news- 
paper advertising. 

—Your advertising should bring re- 
sults. 

—If it doesn't, don't blame the news- 


—At least until you have had your 
ad copy psycho-analyzed by a 
good advertising man. 

—When you've received his report 
you'll know the answer. 

—Your newspaper should be your 
most logical and productive me- 
dium for direct results. 

—And you can make it so if you'll 
place the preparation of your ad 
copy in the hands of a man for 
woman) who knows your trade, 
their purchasing power, their likes 
and dislikes, and last but not 
least, their appreciation of good 
se 


en i 


President 





shoes and leather; their production 
and distribution.’) 

“And we hope that every issue of 
vour publication helps substantially 
to accomplish the results that you 








point out as being important. Busi- 
ness factors in general, not just pub- 
lishers, who have dedicated them- 
selves to such results, need to do 


more crusading for what is good 
and necessary than is now being 
done. 

“If the situation continues to be 
turned over more and more to those 
who have no standards and no 
scruples and are out only for im- 
mediate profit regardless of its 
effect on others or its ultimate effect 
on themselves business will work 
that much more towards the gutter 
—and this is a result that purpose- 
ful factors cannot afford to allow to 
develop.” 

. . - 
TW. P. HUNTER, manager of 
Dobyns, Long Beach, California, in 
reviewing the early Spring shoe ac- 
tivities, said: 

“Never before has a window of 
play shoes produced the results as 
the one we had in mid-February. 
If it sold all those shoes at this time 
of the year, what will it do from 
April to November when the people 
are practically living in play and 
casual clothes? 

“This tremendous interest in play 
shoes is just a reflection of what is 
going on in the ready-to-wear busi- 
ness. Play shoes fill an entirely dif- 
ferent purpose than street shoes; so 
we feel that the great activity in 








up ace 


play shoes will in no wise curtail 
our street shoe pairage. Women and 
girls cannot get the colors and color 
combinations in street shoes. Colors 
for Spring are very vivid. Manu- 
facturers of play types have devel- 
oped the color angle to a nicety. 
One thing that makes people drop 
into Dobyns for play and casual 
shoes is that we have an entire floor 
set apart for this particular mer- 
chandise. And we certainly drama- 
tize the play shoes on our lower 
level selling floor. 

“Color seems very vital in every- 
thing we handle. This season a 
newly added department of costume 
jewelry has shown us that women 
will buy novelties about as fast a- 
they are shown. This is developing 
into a real trade builder for the bag 
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and hosiery sections. In bags, there 
is a riot of colors—especially in 
capeskins. Lipstick red, turquoise, 
light and dark blue, rose, gold, sea 
and moss green are some of the 
fast-moving colors. 


My Vy 
We 
— 


“Red, vivid red, is wanted this 
year. Red bags, black patent trim- 
med with red; black patent 22/8 
wedgies, with red trimmings and 
red on the lifts are extra good. 
Wedges for street, wedges for dress 
and wedgies for play tvpes are all 
getting the No. 1 call.” 

* * ” 





HAERE’S a follow-up style flash 
from Jesse Adler of the Adler Shoe 
Stores: 

“I have just finished checking 
upon the style trend in Florida and 
find that white and tan and all 
white sell about even, with black 
and white trailing. The explana- 
tion given to me by merchants of 
all white and white and tan selling 
equally as well is that most buyers 
in the South buy an all white shoe, 
as well as a tan and white for their 
wardrobe; and in many cases even 
a black and white. While, in other 
sections of the country, especially 
where medium and lower priced 
grades are sold, the customer only 
buys one pair, in which case it will 
be either tan and white or all white. 

“Casual type shoes sold very well 
and it looks as if platforms and 
wedges for men are going to be 
very much in the picture, from the 
way they sold in Florida. All the 
shoe stores had a very good season 
and seem very well satisfied with 
business.” 

. * o 
S6BRAB” of Lakewood, N. J., says: 

“Too many styles, too many sizes 

. . too bad. Fewer styles, more 
sizes in the middle . . . less losses 
less dead stock, less clearances and 
more money in the cash register. 
Don’t look for styles abroad. Have 
we no initiative of our own? Don’t 
be monkeys and imitate the other 
fellow. We should be big enough 


and have brains enough to be able 
to make our own styles. Let them 
follow.” 

* 7 * 
THE Guaranty Trust Company of 
New York, in its Survey, says: 

“Bank deposits in the United 
States are now the largest in his- 
tory. The amount of money in cir- 
culation—that is, the amount out- 
side the Treasury and the Federal 
Reserve banks—almost mounted re- 
cently to a new peak; and while 
there has been a seasonal decline in 
recent weeks, the amount is still not 
far below the 1933 maximum. The 
velocity of circulation of bank de- 
posits, on the other hand, has sunk 
to a new low mark. 

“These developments have made 
it clearer than ever that the expla- 
nation of the unsatisfactory state of 
business is to be sought not in a 
shortage of circulating media but in 
the factors that prevent those media 
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from circulating actively. Rising 
bank deposits have obviously been 
ineffective in promoting true busi- 
ness recovery. These deposits rep- 
resent purchasing power ready for 
immediate use; but experience has 
shown that, regardless of how great 
such purchasing power may be, it 
will not be freely used unless other 
conditions are favorable.” 


oe . . 


LEO V. LUDDEN of F. E. West, 
Inc., Wellsville, N. Y., says: 

“It is our opinion that fewer 
styles should be made because, with 
the present variety of styles, a store 
must feature it is not possible to buy 
adequate sizes and fit feet properly. 
We believe if manufacturers would 
concentrate on fewer styles, the re- 
tailer would buy fewer styles and 
better sizes. There’s no money made 
in buying shoes just to trim win- 
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"You'd be surprised how it helps in selling our riding boots” 














SENSIBLE women have always worn low heels for 
their everyday shoes. Conservatively smart women 
have always had low-heeled shoes for walking. Now, 
every style-minded woman—both the very young and 
the older woman—wants one or more pairs in her 
wardrobe. She has found that they are extremely dis- 
tinguished and smart, as well as comfortable. They 
give youth to her appearance and easy grace to her 
walk. And although the strong fashion trend to “little 
girl” styles has been largely succeeded by “lady” styles, 
there is still a place for youthful fashions in the cur- 
rent scene. 

The popularity of the wedge is one reason for the 
continued interest in low heels. Only a really low- 
heeled shoe can approach the feeling of comfort and 
secure footing that a wedge can give. The store which 
first introduced wedges in this country expects to sell 
a great many wedges this Spring in 11/8, 12/8 and 
14/8 heights. All over the country a big business is 
being done on wedges in a variety of heel heights. For 
the woman who does not care for wedges, but who 


wants style plus solid comfort, and for the woman who 
is looking for a change from wedges, the smart, low- 
heeled shoe is the answer. 

Each season more style-minded women are discover- 
ing that they need not limit themselves to walking 
shoes or wedges if they want to wear low-heeled types. 
Evening sandals resembling classic Roman sandals have 
been in the market for several seasons. Ballet types 
have been seen, in a limited way, in evening shoes. 
Now a prominent manufacturer has brought out this 
idea in a 14/8 wedge street shoe and is doing well 
with it. 


ANOTHER influence is the war. All the recent shoe 
designs from France emphasize low-heeled types, with 
and without wedges. Now Schiaparelli models wear 
the little girl single-strap low heel sandal. A Finnish 
peasant shoe is given as the origin of this particular 
design but, here in America, we can find its exact 
diplicate in any children’s shoe department. The 
“Mary Jane,” they call it. We have illustrated it here 











































A LOW-HEELED SHOE 


In Every Woman’s Wardrobe 


Common Sense Is Still the Basic Idea in Low-Heeled 
Types, but Style Also Plays an Important Part in To- 
day’s Versions of the 14/8-and-Under Heel Heights 


Carole Lombard, lovely star of RKO Radio Pictures, 
Inc., is shown here in sheer wool classic tailleur in 
slate gray with fine chalk stripe. She wears a gray 
“St. Patrick” hat banded with black and her other ac- 
cessories are “Blackout” black. Photo by John Miehle. 


on the right-hand page. The low-heeled ankle strap 
shoe—shown here at the extreme left of the left-hand 
page—appeared in our May 27 fashion article on Fall 
trends. Made with or without the strap it is a staple 
item for “all ages” in style stores. Given the right 
promotion, both these shoes may do a bigger business 
this Summer and Fall than any time in the past 20 
years. 


AND with all these influences favoring the low-heeled 
shoe, don’t forget that San Francisco and New York 
will soon be going into their second World's Fair sea- 
sons. A very important, promotion-minded department 
store in New York is already featuring its Fair shoes 
again. Altogether, the low-heeled shoe should do good 


business this coming season. 


Reading from top left to lower right 

the shop patterns are as follows: Low- 

heeled wedge play shoe. Tailored 

town and casual wedge shoes in the 

same heel height (14/8 and under) 

are being seen on very smart women 
around town. 


The ankle strap, always a favorite 

with certain women, comes in both 

a strap and a pump pattern. Slated, 

perhaps, for increased popularity 

along with other low-heeled, youth- 
ful types. 







The dressy sandal on a low heel (even 
down to 5% eighths in the classical 
shoe of one high style manufacturer) 
has been popular for several seasons 
with certain types of smart women. 
The young girl and the older woman 
are both wearing tailored shoes of 
this type with their town tailleurs. 
They are a mark of distinguished 
taste for any age. 


The simple strap sandal, reminiscent 
of the classic Mary Jane which gen- 
erations of little girls have worn, 
was seen in Paris at the recent open- 
ings and formed another indication 
of the vogue of low-heeled types. 
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by STELLA FREEMAN 


A typical Saturday afternoon in the Schwarz 
store which has a business background of 
56-years in Cincinnati. The number of cus- 
tomers reflects to a good extent that the store’s 
service really “brings ’em back.” 


ED EPRESSION or no depression, salesmen in John 
Schwarz’s shoe store located at 756 E. McMillan St., 
Cincinnati, Ohio, are always busy. Not because Mr. 
Schwarz is behind them pushing, encouraging, and 
insisting that they must sell; but they are busy be- 
cause they have something that the public wants. For 
forty-two years, the Schwarz shoe store was located at 
754 E. McMillan. For 14 years, Mr. Schwarz has 
done business at his present address. The more mod- 
ernly equipped building and the X-ray machine make 
it easier to care for the customers and to fit them 
properly. 

Cincinnatians from all walks of life, and many peo- 
ple from nearby states for 56 years have known the 
Schwarz Shoe Store and have liked it. They give con- 
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Children and their parents are assured that 
the child’s feet are correctly fitted before they 
leave the store. Here a child's fit is checked 
by the X-ray by the salesman and the father. 





crete evidence of their satisfaction through their regu- 
lar patronage. 

Having been a customer there for several years, | 
became interested in the management and business 
methods and wished to know something about the own- 
er’s secrets of pleasing the public. The best way to 
find out was to ask him. 

“Mr. Schwarz, how is it that you have succeeded 
when so many others have failed? What would you 
say are the secrets of your business success? Or do 
you care to reveal secrets?” 

Mr. Schwarz, a genial merchant of the old school, 
smiled graciously. His twinkling, sparkling eyes 
danced with pride as he replied, “I have no business 
methods or secrets which I should not be glad to re- 
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Quality and Satisfaction 
BRING CUSTOMERS BACK 


John Schwarz, Operating a Successful Shoe Store at 756 East Me- 
Millan Street, Cincinnati, Ohio, Believes That Quality, Good Will 
Advertising and Pleased Customers Provide the Best Promotion 


veal. I handle good merchandise, but my daughter 
knows as much or more about the business today than 
I. Ask her. She'll gladly explain to you what there 
is to tell.” And she did. 

“Well, I agree with father that the type of shoes 
which we carry and the efforts which we make to 
please the public are largely responsible for whatever 
success we have had.” 


*©WES, we advertise in the daily newspapers, but not 
all the time. We advertise especially when we have 
something extra to offer. And we have something extra 
in our August and February sales. Our customers 
know that we do not offer in these sales shop worn 
and undesirable goods. They know that we do not 
carry them. We have these semi-annual sales in order 
to dispose of surplus stocks and broken sizes which we 
must carry to have a full line to offer to our customers. 
Our advertisements are as conservative as our busi- 
ness methods. We simply call attention to what we 
have for special sale. We make no promise of sensa- 
tional reductions, but we do make reasonable ones.” 

I know something about how these sales are con- 
ducted and how well they are attended. For several 
days before sales begin, samples of what are to be 
offered are attractively arranged in the display win- 
dows: men’s and boys’ footwear in one window; and 
women’s and girls’ in the other. All are plainly and 
conservatively marked. No striking below cost sales. 
On the first day of sales, long lines of prospective cus- 
tomers wait outside for doors to open. Yes, they rush 
inside, but not to grab. They simply rush in to get 
seats. There are plenty of clerks; and they make the 
same efforts to please sales customers as they do to 
please regular ones. 

“I said we did not advertise constantly through the 
daily newspapers,” Miss Schwarz further explained; 
“but we do a great deal of good will advertising. By 
that I mean we give ads to school papers, school an- 
nuals, and school magazines. Yes, we advertise in 
church publications and give much to charity through 
churches and various charity organizations. We feel 


that this type of advertising is effective. In this way, 
we return to the people, whom the publications and 
organizations represent, a part of what they have 
given to us through their purchases.” 

When questioned as to the advantages of patroniz- 
ing home manufacturers, Miss Schwarz graciously re- 
plied, “I not only feel that it is helpful, but I feel 
that it is fair to patronize home industries whenever 
possible. Then, too, we find that shoes made by Krip- 
pendorf-Dittman, by Miller, by Schawe-Gerwin, and by 
Feder-Gregg are popular with our customers. Of 
course, we carry other makes also. In fact, we try to 
keep a full line of what our prospective customers are 
likely to want.” 

“But,” Miss Schwarz proudly explains, “the best 
type of advertisement is not that carried either in 
newspapers, or in school and church publications. It 
is the type of advertising carried in the minds of satis- 
fied customers; satisfied with quality, with fitting, with 
courteous treatment, and with the life of the shoe.” 

The most conclusive proof that Miss Schwarz is 
right comes from a satisfied customer to whom I was 
talking not long ago. She said, “Mr. Schwarz doesn’t 
need to advertise. His customers are all the advertise- 
ment he needs. They sell his shoes for him.” Then 
she continued, “I overheard a group of women talking 
about attending his sales. They agreed that his sale 
shoes were just as good as his regular stock. One of 
them showed the extent of her satisfaction by saying 
that she had bought six pairs at a recent sale.” 


NO sensational ads, no cheap window displays, no 
“hurry warnings,” would keep business prospering for 
56 years regardless of business slumps, unemployment, 
and depression. Mr. Schwarz and Company—that is 
Mr. Schwarz and his daughter—know shoes: they know 
the shoe business; they know their customers; and they 
know how to please them. He and she agree that they 
have no special business methods, and no business 
secrets. But haven’t they? Methods which transform 
customers into advertisers and salesmen are good busi- 
ness methods, methods worth knowing. 














[18] 


BOOT anno SHOE RECORDER, March 16, 1940 





\ 


: 


a) 

















When Spring Follows Easter 


EASTER, 1940, is the earliest since 1913. 

Coming when Spring is only four days old, this un- 
usually early Easter actually precedes, instead of cli- 
maxing, the Spring selling season in many parts of the 
country. Which means that steps must be taken to pre- 
vent an after-Easter let-down in the store’s promotions, 
lest this important period suffer. The idea of NEW- 
NESS must be maintained for that large percentage of 
customers who have yet to buy Spring shoes. 

There’s nothing that emphasizes the idea of NEW- 
NESS more effectively than a NEW display setting in 
the windows, and a fresh newness of decoration in the 
store. We cannot forget, but we must help women to 
forget, the old saying “Wait ’til after Easter—they'll 
be cheaper.” Some stores definitely plan to show new 
Spring shoes after Easter. If those shoes are shown in 
a pre-Easter setting, they will be dated “pre-Easter.” 
On the other hand, in a fresh new Spring setting, not 


by R. E. ANDRUSS 


seen before Easter, all shoes will seem new and 
inviting. 

So fresh, new Spring display settings, in the win- 
dow and in the store, become tremendously important 
this year. , 

Windows with plain, neutral backgrounds, with just 
a touch of seasonableness in their color, before which 
unit displays are used, permit easy, inexpensive chang- 
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Left: The cutout petals of the large flower are in 
popular Spring colors. The navy shoes are set on 
shelves which are tacked to the petals be- 

fore these are fastened to the background. 


ing. For example, a background made up of panels 
that are two-sided can be painted white on one side and 
light neutral green on the other. The green will give 
Spring tone to windows before Easter. Reversing the 
panels will give a complete change very easily, to follow 
Easter. Later turning them back to the green will fix 
things for Summer. Being plain, this background serves 
as a splendid backing for unit displays which group 
the shoes displayed to emphasize a selling idea. 

Long the practice of alert department stores, window 
flexibility is slowly (too slowly) being adopted by shoe 
stores. Few stores are large enough to devote an entire 
window to dramatizing one idea, whether it be wedge 
heels, step-in patterns, blue shoes or any other “pro- 
motion angle.” By using the unit plan, major ideas can 
be given a good showing, and minor themes given at- 
tention in proportion to their importance. In the ordi- 
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nary, conglomerate shoe window, no idea stands out. 
There’s no selling punch in the display. And right now 
customers are up in arms demanding more and better 
information to help them buy intelligently! 

A check-up of your own stock, plus an analysis of 
styles accepted in apparel among your customer group, 
will tell you closely what shoes fit into the léval style 
picture—and what shoes or ideas should have the big- 
gest play. Obviously giving great attention to styles 
women are least likely to buy will not be profitable 
promotion, nor will heavy emphasis on less popular 
styles strengthen your reputation. If wedges are popu- 
lar in your community, play them strong, but if some- 
thing else is more in favor, give it a bigger play—it’s 
easy and inexpensive with unit displays. 

Style and color coordination become the top promo- 
tion themes—shoes to “go with” the apparel styles that 
are being bought, for street, for dressy wear, for spec- 
tator and active sport. The apparel style acceptance 
can be learned through contacts with local apparel 
shops catering to your customer group. In either style 

[TURN TO PAGE 30, PLEASE} 


To Avoid the After-Easter Letdown, Likely to Follow the Earliest 

Easter Since 1913, Have Something NEW to Offer Customers in the Way 

of Late Spring Styles, and Feature Your Late Spring Merchandise in 
New Settings, Both in Your Windows and Interior Displays 
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SAKS FIFTH AVENUE ORIGINALS 





The strikingly effective half page 
newspaper advertisement at the left, 
by Saks Fifth Avenue, New York, 
told the entire story of the wedge 
from its advent in 1937 down to now. 
This ad was one of the most effective 
examples we have seen of the hori- 
zontal half-page style of newspaper 
ad layout, so much in vogue this 
season. 








THERE'S nothing really new, of course, about running a half-page 
retail shoe advertisement across the bottom of the page, horizon- 
tally, instead of standing it up on the end, vertically. But most shoe 
stores, and especially those big city stores that feature high style 
shoes, have preferred the vertical style of layout, probably because 
it brought the ad higher on the page, made the top portion, at least, 
more conspicuous, and incidentally provided an opportunity to have 
the advertisement appear side by side with one or more columns of 
reading. 

This year quite a number of stores in New York and other cities 
have been running more of the square-shaped style of shoe ads and 
laying them out in a manner that is quite novel and unusual. Many 
of these ads, particularly in New York, have been half pages extend- 
ing across the lower half of the newspaper page. Saks Fifth Avenue 
has perhaps been an outstanding exponent of this type of advertise- 
ment for shoes, as well as for other kinds of apparel, the shoe ads 
having been of special interest. An effective variation of the idea 
has also been used, in which the shape of the ad was irregular, oc- 
cupying the lower half of the page and also a quarter page space 
above. This gave almost as much display as entire page, plus the 
advantage of some reading matter on the same page with the ad. 
But going back to the broad, or horizontal shaped ads, the natural 
question that arises is what are the particular advantages of this 
style of layout, as compared with the vertical style? Obviously, one 
advantage is that of novelty, and this in itself is no small considera- 
tion. In advertising, particularly in the big city papers where so 
many ads are clamoring for the reader's attention, the ad that gets 





Spring Shoe Ads “On The Square” 





Above is an interesting early white 
shoe advertisement by Burdine’s, of 
Miami. Note the wide choice of 
styles offered and the marked varia- 
tion in heel heights. A smart and at- 
tractive ad, carefully designed and 
with effective merchandise display. 

















This attractive advertisement by Russeks, 
Fifth Avenue, New York, occupied a smaller 
space, but it likewise illustrates the possi- 
bilities of the ad of square dimensions. 





A New Trend Appears in Newspaper Ad Lay- 
out, and Some Stores See an Advantage in Hav- 
ing the Longer Dimension of the Ad Extend 
Across the Page, Horizontally, Instead of “Up 
and Down.” Wedges Play the Stellar Role in 
Retail Copy Up to Now. 


noticed first is likely to be the one that is read, and 
naturally an advertisement must first be read before it 
can hope or expect to do the job that’s intended in the 
sale of merchandise. 

Another advantage of this style of layout is that it 
provides adequate space for a broad display of mer- 
chandise in good-sized illustrations, plus the type mat- 
ter that is required, without giving the appearance of 
being overcrowded. The wide space advertisements 
illustrated on these pages furnish excellent examples of 
the advantages of this sort of treatment. 
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Heel Hocus-Pocus 


Common denominator of © series of fun loving new thees 


°8.76 


Bithe mee shoes that are every bet as hee! cons sous as Achilles Clewer Artennen- 
getting And tremendous fun to wear Left, navy doeskin pump with lattice work 
of varvcolored leather Also in black of navy gaberdine beige doeskin and 
shuning red call, Center, our “Sky High” with the elevated sole, Black or 
navy gabardune, beige dowskin, brown calfskin Rij bi, navy dorthin sandal with 
colored latuce-work Also in navy or black gubardine and beige dorskin. 
Sow our collection of rw Flervherm shew for Spring 
vrTn foc 


RUSSEKS—FIFTH AVENUE AT 36th STREET, NEW YORK 











Looking over the current retail shoe ads in news- 
papers from many sections of the country, one cannot 
fail to be impressed with the prominence that is being 
given to the wedge types of women’s shoes in these 
early Spring style announcements. While many other 
styles are being featured, a large proportion of the 
more striking ads of high-style shoes are given over to 
wedges, which indicates that many merchants have fol- 
lowed the style forecasts quite literally and bought a 
goodly number of these interesting shoes. The next 

[TURN TO PAGE 30, PLEASE | 





Another interesting square shaped ad 
from way down in Texas. Spring is 
the keynote and the space allows a 
goodly showing of Spring styles, with 
effective hand lettering to describe 
them. Note how the arrangement of 
cuts and copy avoids the re, , con- 
ventional arrangement of the average 
shoe advertisement appearing in the 
newspapers. 
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OUTLOOK 


System of Retailing Werth Preserving 


BRETAILING, as an orderly function, is deserving of 
respect. At the moment it is in a terribly sloppy mess 
because of the many subterfuges for the ultimate distri- 
bution of products. Everywhere in the land, the cry is 
heard “I can get it for you wholesale.” Industrial 
plants, factories, mines, in fact every organization that 
hires more than a hundred men thinks that it can 
stretch out the employee’s payroll through paternal 
guidance. 

Somebody gets the idea that it is the function of big 
business to cut out the retailer in so far as their workers 
are concerned. In their opinion, stretching out the 
worker’s dollar may make him more content. 

Well, the thing has gotten to such a state that there 
is deep indignation in retailing, the length and breadth 
of the land. We’ve had “company stores” for a hundred 
years because, in the beginning, mining and pioneering 
was a pretty rough kind of work and overalls, boots, 
shirts and caps were carried by the company—because 
no general store was in the vicinity. It was quite a men- 
ace to retailing in the 80’s because the Retail Shoe Deal- 
ers National Association met in the city of Philadelphia 
in July, 1886, and resolved: “How to confine the retail- 
ing of shoes to its legitimate channels and how to per- 
suade manufacturers that it will not pay them to retail 
shoes from their factory or to establish retail shoe 
stores in opposition to the legitimate retail dealers; and 
many other matters of interest to the retail shoe trade.” 
That’s the exact phraseology of the resolution but those 
were days when resolutions were not “promises to per- 
form,” but mere declarations of hopes and wishful 

hinking. 

We have had sporadic attempts to correct the “com- 
pany store” evil over the last 50 years but when the ma- 
jority of regular shoe stores were showing better than 
a 10 per cent gain in sales annually, they just went 
along, talking about the abuse but doing nothing be- 
cause it was just an incidental irritation. 

But make no mistake about it—today’s wholesale-re- 
tailing is a different brand of competition—one that 
hurts because it deflects customers from stores to whole- 
sale houses, “company depots,” etc. 

Where it hurts most is when a merchant finds out 


by ARTHUR D. ANDERSON 
EDITOR, BOOT AND SHOE RECORDER 


that in his town the “company store” is selling shoes 
at cost and he has got to pay for rent, heat, light, clerks’ 
wages, etc. It is true that he gives fitting service but 
even that is weighed in the balance of the difference 
between company cost price and retail store price. The 
total deflection from retail channels of these sales is way 
up in the hundred millions when you consider all mer- 
chandise. 

So something has to be done about it—and this week, 
action was taken by the American Retail Federation “to 
coordinate and supplement throughout the country at- 
tacks on unethical, secretive and economically unsound 
forms of distribution which have hurt the public and 
business alike through a diversion of trade from regu- 
lar retail channels.” Dr. David R. Craig, president of 
the Federation, announced “that funds for this purpose 
have been appropriated by the executive committee of 
the Federation’s Board of Trustees, at a recent meeting.” 

This looks like the real thing. Money makes action— 
words are weak. Heretofore, it has been “So What?” 
or “What can you do about it?” Certainly, if 5 per cent 
of the total of national retail sales are concealed under 
that bargain bait of “wholesale,” it’s time to do some- 
thing about it. 

Some education in that direction is in order: First— 
to convince consumers that in so far as shoes are con- 
cerned, fitting service and selection is important enough 
to justify buying single pairs in stores rather than off 
the “company store” or wholesale shelf. Second—costs 
of retailing, carrying stock, etc., are legitimate addi- 
tions to cost prices in these irregular dstributive depots; 
and companies so engaged in side-lining have no right 
to absorb these costs as a form of charity to the worker. 
Third—organized opposition on the part of all retailing 
to these irregular schemes for distribution, as being de- 
structive of orderly retailing in stores that pay rent, 
hire help and render a community and public service. 

The American system of retailing is worth preserving 
and it cannot continue half free enterprise and half 
slave to the cry: “I can get it for you wholesale.” 
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Odette’s new sandal. 

Patent, cutouts and per- 
forations—the sure-fire 
combination! 


P-311—Black Patent 
Bonrra Side Buckle, 
open toe sandal, 21/8 
Boulevard Heel. 


—A lot of style for the money! 







Odette’s new spectator 
in white buck, with such new 
style-features as round 
walled toe and square- 
back 20/8 heel. J 





P-401—White 
China Buck Vat 
Spectator Pump, 
black patent trim, J 
20/8 Square Heel 


—A lot of style for the money! 









Odette’s new casual 
pump featuring unlined elk 
in brown and white. A 
winner for casual wear! 










P-451—White 
Elk Dover Un- 
lined Step-in 
Pump, brown elk 
trim, 14/8 Keg Heel. 









—A lot of style for the money! 














Odette’s new lattice-work 
in patent. 1940 inter- 
pretation of the 

open look. 






P454—Black Patent 
Bonnie Step-in, open 
toe pump, 20/8 Boule- 
vard Heel. 


—A lot of style for the money! 








’s ODETTE FOR STYLE . . . everything that’s new, 
Biarein demand. Patents and blues in wide style 
range. Casual types, so popular for spring street 
wear. Spectators. Low and high heeled walled lasts. 

IT’S ODETTE FOR SERVICE ... both in-stock and 
make-up—a sound plan that makes quick turn- 
over certain. Odette is making money for other 


retailers (sales more than doubled last year). Odette 
can make money for you. Write for details. 


The perfect combination 


BEAUTY...POISE...CHARM 


Sscoun Shoe Gompans 


MANUFACTURERS ST. LOUIS 
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This display of Air Step 
shoes by E. H. Leeker, dis- 
play manager at Stix, Baer 
& Fuller Co., took third 
place in the first contest. 


SHOE WINDOWS SCORE IN CONTEST 


F cotwear Displays Win More Than Half Total 
Points of All Displays Combined in Contest 
Staged During Recent American Retailers’ As- 


sociation in St. Louis—The List of Winners 


ST. LOUIS merchants took an active part in welcom- 
ing the American Retailers’ Association to St. Louis in 
February for its big convention, and during the meet- 
ing a committee was appointed by the association to 
award points for outstanding window displays. 

That shoe window displays could take their place in 
the point winning as judged by Messrs. George L. 
Schultz, John Ring, Jr., and Glee R. Stocker, was 
shown in the first prize for Jan. 28 to Jan. 31 displays 
going to the Boyd display of Pledgeworth shoes as 
created by A. C. Raining, display manager. The store 
was awarded 255 points in the judging. Third place 
in this group went to shoes in the window of Stix, Baer 


I. J. manager Gr » 
ts euverdad stath place for this Winthrop shoe 


& Fuller, exhibiting Air-Step shoes planned by E. H. 

Leeker, display manager. This gained 251 points. 
Sixth in the point awards was the display of Win- 
throp Shoes at Greenfield’s Store, where 230 points 
were awarded to I. J. Eagen, display manager. A total 
of 225 points were awarded to E. H. Leeker, display 
manager at Stix, Baer & Fuller, who did a good win- 

dow display merchandising job of Roblee Shoes. 
Stix, Baer & Fuller scored a winner again in the dis- 
plays between February 4 to 7, also, when Mr. Leeker’s 
display of Jolene shoes won the fifth award with 235 
[TURN TO PAGE 41], PLEASE | 
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SOLE VEATHER 
SATISFACTION 





A trade mark which is clearly displayed on a com- 
modity, creates a feeling of positiveness on the part of 
potential customers in respect to the desirability of 
making a purchase. That is one reason why you can 
profit by having the Kistler BENCH BRAND trade mark, 
die cut, on the shanks of men’s shoes bottomed with it. 
Here is another reason. 


KISTLER “BENCH BRAND” 
SOLE LEATHER 


will speak for itself under all kinds of service conditions. 
The performance of this sole leather is so different from 
ordinary sole leather, it becomes impressive. By as- 
sociating the trade mark with the satisfaction the leather 
gives, the customer is made strong for your service. 
Think it over, then talk it over with your men’s shoe 


manufacturer. . 
ies, 


a 


KISFEED Sn 


BOSTON, MASS. 


WESTERN DEPARTMENT IN CHARGE OF BERTRAM URBAN. 1012 NORTH THIRD STREET, MI. WAUKEE. WISCONSIN 
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Advertising Slant 


In recent months, there has been a 
marked trend towards simplicity in 
advertising — copy and layouts free 
from superfluous words and detail. 

Bloomingdale’s, New York depart- 


ment store, is a leader in “highly vis- 


ible, telegraphic style of advertising 
. .. type is clear, large, easy to read. 
Contents brief, clipped, stripped of 
non-essentials. 

“This no advertising trick, but logi- 
cal expression of tempo of our times. 
We owe it to you to tell story of our 
merchandise quickly and simply as 
possible—make it easier for you to 
buy at Bloomingdale’s as much by 
advertising as by arrangements of 
stock for visibility or by planning of 
departments for easy access. 

“Hope you will think it sensible 
and relief from usual advertising 
copy. We do. Are tempted to say 
more, but in spirit of times and this 
notice—stop.” 

Not bad advertising advice for shoe 
departments and stores, both large 
and small. 


* * #*# 


Golden Jubilee 
An eight-page newspaper insert, 17 
inches high by 11% inches wide, 
printed on tinted stock, was recently 
used by the C. B. Mayer Shoe Store 
of Wausau, Wisconsin, to advertise 
their 50th anniversary in the shoe 


_ business. 


Pictures of the store, exterior and 
interior, present day and fifty years 
ago, pictures of the founder and pres- 
ent staff, and pictures of the latest 
merchandise on display for Spring, 
were used to acquaint the public with 
the importance and services of the 
store to the community. 

“That the Mayer’s Shoe Co. has 
survived and prospered through the 
past half century is noteworthy and 





PREE SHOES. Here's all you do: On t'.¢ chart, 
below, are 123 sizes of Walk-Over snoav\\ ays. If 
your size is checked, you're eligible to «in. Just 
drop into our 548 Fifth Ave. store and ask for your 
size. If, at the moment, we happen to be “out of 
stock,” you win « pair nex! Try us today. Try in 


WALK: OVER 


548 FIFTH AVENUE - AT 45° ST. 
This off ev applies only to our 548 Fifth Ave. store, 
Expires March 15. 











Unusual free shoe offer arouses in- 
terest at Walk-Over store, New York 


important because their continued 
success has been due to their con- 
scientiousness in offering the highest 
type of service to the people of the 
community.” 

Publicizing an anniversary gives a 
shoe store an admirable cpportunity 
to sell their complete services to the 


public. 
* * * 


Eye Catchers 


In the G. R. Kinney Shoe Store, 
Syracuse, New York, they have 
printed labels on the ends of the 
shoe boxes, reading “Hosiery to 
match” and “Hosiery too.” 

Manager W. Cygnor says they are 
an eye reminder to the customer 
seated facing the stock that hosiery 
is an important thing to match to 
shoes when bought. 


* + 


Guest Sale 


A store here in the East recently 
conducted a sale for their regular 
customers and their friends—not only 
to sell shoes—but also to build up a 
productive mailing list. 

The announcement of the sale was 
sent by letter only to people who had 
charge accounts. The “customer only” 
feature was emphasized. Enclosed 
with each letter were two “guest” 
cards, which the customer was privi- 
leged to give to friends. Each of 
these cards provided space for the 
writing of a name and address. The 
event was scheduled for what was 
normally a quiet week. Customers 
and guests were requested to make 
their purchases in the usual way, at 
regular prices, and when their pur- 
chases were complete, to turn the 
cards over to the salesman who would 
give a ten per cent credit or refund. 
The cards turned in, with names and 
addresses, provided the information 
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BEST IDEA OF THE WEEK 
IF WE’RE CAUGHT SHORT, THE CUSTOMER WINS! 
(Walk-Over Shoe Store, 548 Fifth Avenue, New York City) 


O. P. Ideator—“I saw your ad in the newspapers 
offering a pair of men’s shoes free ‘If You Catch 
Walk-Over Short!’ I just dropped in to find out if 
anybody has tripped you up as yet.” 


Men’s Manager Lester Fredericks—“Yes, we have 
had to give one pair of shoes away so far, but I doubt 
if we'll get caught again. In spite of poor weather 
lately the contest has been a success and has drawn 
considerable comment and business.” 


O. P. Ideator—“How long is the contest going to 
run?” 
Mr. Fredericks—“The promotion started on the Ist 


of the month and we plan to keep it going until the 
20th.” 


O. P. Ideator—“Well, to be only caught once in a 
shoe which you advertise in a size chart in the news- 
papers and a tremendous chart in the center of the 
window as being carried in 123 sizes isn’t a bad 
record. Your window display showing several average 
size models and several in the extreme sizes is a 
graphic way to impress the public with the complete- 
ness of the stock of your men’s shoe department.” 


Mr. Fredericks—“Before the Ist of the month we 
checked to see that we had the Walk-Over Broadway 
last at least four or five deep in the popular sizes and 


well represented in the ends.” 


O. P. Ideator—‘“I suppose that you can call on 
your other stores for quick replenishments in case 
shortages in your stock appear.” 


Mr. Fredericks—“Yes, we can have stock here in 
short notice from other stores or the factary in quick 
notice if we run low, but according to the rules of the 
contest if we haven’t a customer’s particular size in 
the Broadway model in the store at the moment, he 
gets a pair free when they arrive.” 


O. P. Ideator—‘“It seems to me that this contest 
with the public to prove to the doubting male the 
completeness of your stock is significant of a trend 
in men’s shoe stores to carry more sizes and widths 
in fewer styles. For nowadays customers don’t stick 
to a favorite store all the time and if you don’t have 
their particular size at the moment they are liable 
not to come back again.” 


Mr. Fredericks—“Some stores carry a few smart 
shoes in the window as ‘window dressing’ to draw the 
customer into the store and then have only a few 
dozen shoes on the shelves to back up each model. 
We believe, however, that it is much better policy to 
make sure that you can fit the customer. Every store 
should carry at least one style in a complete range of 
sizes and widths.” 











necessary for the building of a mail- 
ing list. The store reported that these 
events, conducted three or four times 
a year, were valuable in developing 
new accounts. Customers who pre- 
sented their invitation letters were 
allowed the same discounts as the 


guests. 
* + # 


Accessory Sales 


Sales of handbags, hosiery and 
other specialty items has been de- 
cidedly increased at the Barker Bros. 
store in Lincoln, Nebraska, since 
salesmen began bringing the mer- 
chandise to the fitting stool at the 
same time they bring shoes. 

Since it is usually necessary to 


i 


to match, brings it along. 
an adjoining chair. He 


fFEPETE 
psf Ue 


fore the salesman can show her the 
bag. It also makes certain that the 
offering will be made in case the 
girl at the cashier’s stand happens 
to be busy and has no time to make 
merchandise suggestions. In addition, 
the customer has more opportunity to 
examine the effect of bag and shoes 
together at the fitting chair than she 
has at the wrapping counter, and con- 
sequently the chances of selling are 
much greater here than while her 
shoes are being wrapped. 


* * 


Advice to Customers 


A well-known West Coast shoe re- 
tailer compiled a list of SHOE 
DON’TS which he made up into a lit- 
tle pamphlet to use as a mailing piece. 
He could also put them to good use 
on a large sign for window or interior 
display. We quote the list in full: 

“DON’T teach your children to 
walk with their feet turned out. 

“DON’T wear improper shoes; they 
make corns, bunions, éngrown toe- 
nails, and arch-troubles. 

“DON’T experiment with shoes to 
stop foot-pains; consult a competent 
foot doctor; let him diagnose your 
trouble first. 


“DON’T try to wear a shoe that is 
not meant for your foot. 

“DON’T think because your friend 
has comfort in a certain shoe, that 
you can expect the same in the same 
style. Your foot may be a different 
type. 

“DON’T expect weak feet to be 
cured in shoes. They give relief but 
you must strengthen your feet by 
daily foot exercises. 

“DON’T forget that you never go 
to a hat store when you get a head- 
ache, then why expect so many 
CURES from a shoe fitter. 

“DON’T wear a shoe you know does 
not fit; they prevent proper posture, 
and are injurious to the feet. 

“DON’T expect your toes to touch 
the front of the shoe, unless you want 
bunions and ingrown nails. 

“DON’T try to put your foot in a 
shoe that has one-half the cubic space 


of your foot.” 
** * 


“Corsetted-Back Shoes . . . Gleam- 
ing patent with interwoven strips just 
like the lacing of an old-fashioned cor- 
set... smart way to make your feet 
look tiny.” 

(Famous-Barr Co., St. Louis) 
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A SQUARE DEAL 


For the 


Traveling 


Shoe Salesman 


Believing That the Great Majority of Retail Shoe Merchants and Buyers 
Have an Earnest Desire to Cooperate with That Great, Friendly Group 
Who Cover the Country and Help Carry to Distant Places the Message 
of Style and Service, the RecorpEer Reproduces the Accompanying State- 
ments in the Hope That They May Reach the Attention of the Few Whose 
Thoughtlessness May Have Increased the Problems of the Travelers 


TOM SHUMATE, enterprising manager of the Hotel 
Beaumont, at Beaumont, Tex., recently addressed the 
following message to his fellow Beaumonters:—‘“The 
subject of my sermon this morning is “The Traveling 
Salesman’ and if you listen carefully, you will find not 
the slightest reference to the well-known farmer’s 
daughter. My remarks will be brief and to the point 
and can be summed up in these words: “Whatever you 
must buy from out of town, buy from the traveling 
salesman.’ 

“This sermon, like the sermons you hear on Sunday, 
doesn’t apply to you at all—it hits the ‘other fellow.’ 
You know the ‘other fellow.’ He’s the business man 
who hasn’t a thing in the world to do until a traveling 
salesman pops in on him. 

“Then he gets as busy as a one-armed paper hanger 
with the hives. When he finally does get around to his 
visitor, he grudgingly lends him an inattentive ear and 
shoos him out the front door. 

“What the ‘other fellow’ doesn’t realize is that the 
traveling salesman is the apostle of good will—good 
business follows in his wake. If he comes to town by 
train, he spends money with our railroads; if he drives 
in, he buys gas, lube and frequently tires from our 
service stations; he eats in our restaurants and yes, he 
stops in our hotels. All of these businesses have large 
investments in our city and pay out lots of money in 
salaries. Anything that makes business better for them, 
makes it better for all of us. 

“So the next time a traveling salesman calls on you. 
greet him promptly with the kind of welcome to which 
he is entitled. It is my firm conviction that if business 
men generally will adopt this policy, it will make busi- 
ness better—better, for you, better for Beaumont, and 
better for the country as a whole.” 


JACK MACHT, vice-president in charge of sales of 
Consolidated Slipper Corporation, Bombay and Malone, 
N. Y., recently addressed the following letter to an offi- 
cial of a department store organization operating a 
shoe department: 

“This letter is written on my own behalf, and on 
behalf of all of the men who travel and call on your firm 
selling shoes. 

“This letter is also written with the full realization 
that I am undoubtedly precluding thereby any possi- 
bility of the writer ever selling your firm anything. 

“We, the men who sell shoes, are just as human and 
reasonable as the next fellow. We have exactly the 
same feeling on our side of the fence as your buyer has 
on his side. We come to your city in most instances 
just as the writer did the other day, not ‘sent for.’ After 
all, you are quite a distance from the markets, and 
when a salesman comes to your town there is only your- 
self and possibly one other account to call on. Accord- 
ingly, every man that brings his line to you has, in a 
sense, made a special trip to see you. 

“Such was the case last week when the writer made 
a trip of 300 miles by car for the sole purpose of call- 
ing on you. When I came up to your reception window, 
I could see through the partly open door, that your 
buyer was working with another shoe man. I certainly 
did not expect him to cut short the time in any way 
that he was devoting to working with the other sales- 
man. I expressed myself along these lines and stated 
that I would be glad to come back later, to wait around 
indefinitely, and even to stay overnight and see him the 
next morning, if necessary. 

“Your buyer insisted that I open my sample case in 
your reception room, and that IT show him only one 
shoe out of the bag. I did not wish to do this, and 
again requested that I be permitted to come back later 

[TURN TO PAGE 36, PLEASE] 
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When Spring Follows Easter 


[CONTINUED FROM PAGE 19] 


or color do not let the promotion fea- 
ture you sponsor “run away” with 
your program—in other words, don’t 
let wedges make you forget that a lot 
of your customers will want other 
heels, or don’t let Turftan or beige 
make you neglect blues. The promo- 
tion program should be BALANCED, 
keeping in mind what the customer 
wants. 

One other thing to be sure about is 
embodied in that last thought. Play up 
the WANTED STYLES. It is better 
practice than trying to force numbers 
that are not in line with popular de- 
mand. The less popular styles should 
be shown in the windows and in the 
store, but the accent should be placed 
to make people feel “There’s a store 
that always has just what we want.” 

Tie-up in ads, windows and in-store 
displays should be given the major 
ideas in your promotion program. Sec- 
ondary features may get only window 
and in-store attention, while third po- 
sition themes may get only window 
attention (in a limited way) or in- 
store showing. The thought all the 
way through being that with balanced 
plans EVERYTHING gets its chance 
in proportion to its importance. Which 
is more than can be done when the 
“conglomeration” idea is followed and 
nothing stands out, and the minor 
themes are lost completely. 

One good “coordination” idea is to 
separate the apparel styles into their 
groups—tailored suits, tweeds, bolero 
suits, dresses in pastel prints, long coat 
and sheer dress, and so on—then use 
garments or sketches of the garments 
in a setting, featuring the correct shoes 
to wear with each. Similarly, blue 
shoes, tan, beige, grey or red shoes in 
styles for various costumes can be 
played up with a series of sketches or 
pictures from magazines. 

There’s a big story in heels. There’s 
a promotion in the fashion lines, eol- 
ors divided—basic colors for street 
wear; brilliant or pastel novelty colors 
for play and country types. With a 
further promotion dividing the bril- 
liant or pastel colors. “Ties 45 per 
cent, pumps 41 per cent”—why not 
take a hint from that estimate, and do 
a little “Gallup-ing” around your own 
town, or have window-lookers use con- 
venient slips to vote which type they 
like best. One store recently named 48 
shoe styles after the states and had pre- 
pared lists for voters, which included 
name, address and telephone number. 

It’s also important to create promo- 


ness, show how effective various colors 

are with white. At the same time show 

how smart white shoes are with col- 
ored costumes. Not a new theme, but 

a neglected one, this idea of promot- 

ing costume variety by changing ac- 

cessories, particularly shoes; if you 

have bags also, so much the better. 
Additional...promotion themes are 

suggested in these card wordings: 

Suit-able shoes— 

Perfect for Spring suits—Wonderful 
for Spring weather. 

Spring Shoes—Emphasis on softness. 

Light-hearted, young-spirited Spring 
shoes. 

Smartly simple shoes—styled to meet 
the mode of feminine simplicity. 

“Grey to greige, Brown to beige,” says 
Paris—And here are. shoes to accom- 
pany them. 

Half-and-half or tone-on-tone— 

Half one color, half another or half 
light, half dark. Chic combinations 
in Spring-tuned color duets. 

Salute to the colors—Blue suit and 
blue shoes. Spiked with accessories 
of clear red and fresh white. A 
grand combination for the All-Amer- 
ican girl. 


Spring Shoe Ads 
On the Square 


[CONTINUED FROM PAGE 21] 


move, quite naturally, is for the mer- 
chants to convey something of their 
own enthusiasm for these styles to the 
buying public, or at least the feminine 
portion of it. And this they are appar- 
ently trying to do by the perfectly 
logical method of publishing attractive, 
interesting advertisements in the news- 
papers. 


Reopens Following 
Modernization 


Avcusta, Ga. — Following the in- 
stallation of a new store front, com- 
plete remodeling and _ re-decoration, 
Burny’s Shoe Store, at 912 Broad 
Street, has been re-opened to the public. 
A new neon sign has been installea 
directly above the entrance of th 
store and a new and enlarged hosiery 
and hand-bag department has been 
added. 
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HIGHLIGHTS IN THE WORLD 
OF SHOBS BROUGHT TO YOU 
BY CELASEIC — FAMOUS FOR 
MATCHED PAIRS! 3 


New Toe-lines, new last lines — 
in footwear fashions for playtime, 
daytime, and evening — are 
better-made and matched with 


Celastic. 


Important to good shoemaking is 
Celastic’s ability to build firm side 


walls and flexible tip lines, to 





reproduce the Toe-lines of each 


pair of lasts. 


Matched Pairs by Celastic are EZ 
highlights in the world of shoes. THE QUALITY 


BOX TOE 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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Today Woh! Shoe 
Company backs 
this policy with 
four great lines of 
nationally adver- 
tised shoes... rec- 
ognized as the 
outstanding lines 
in the action-price 
field. If you are 
interested in ob- 
taining a more 
profitable opera- 
tion in your shoe 
department, write 
today... 
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National News 





To Hold Hearings on Chain Store Tax Bill 


Testimony on Proposed Patman Measure to Be Taken by 
Sub-Committee of House Ways and Means Committee, 
Beginning March 27 


WASHINGTON — Public hearings on 
the Patman anti-chain store tax bill, 
which have been optimistically forecast 
by the bill’s sponsor, Representative 
Wright Patman for the past two years, 
will begin March 27 before a sub-com- 
mittee of the House Ways and Means 
Committee. 

On the sub-committee are John W. 
McCormack, chairman, of Massachu- 
setts; Representatives John W. Boehne, 
Jr., of Indiana; Richard M. Duncan, of 
Missouri; John D. Dingell, of Michigan, 
all Democrats; Frank Crowther, of 
New York; Harold Knutson, of -Minne- 
sota, and Roy O. Woodruff, of Mich- 
igan, Republicans. 

Identified as H. R. 1, the Patman 
measure proposes a graduated excise 
tax on chain store systems operating 
entirely within one state. Chain store 
systems having stores in more than one 
state would be subject to the graduated 
tax multiplied by the number of states 
in which they have stores. 

Several months ago there were some 
indications that the Congressman would 
be amenable to softening the measure 
by freezing chain stores at their present 
size, but Mr. Patman has since demon- 
strated no disposition to alter the bill 
in that respect. The bill has frequently 
been described as one designed to tax 
the large chains out of existence. 

The decision of the House Ways and 
Means Committee to hold hearings 
came as some surprise to some observ- 


_ ers who have been predicting that the 


‘ 
‘ 


measure would never be given recogni- 
tion to the extent of holding public 
hearings. However, Mr. Patman has 


_ been using all the influence he could 


muster on the committee and only re- 


cently introduced a resolution in an at- 
tempt to bring the measure up on the 
floor and by-passing the Ways and 
Means Committee as well as the House 
Rules Committee. 

No one believed the resolution stood 
a ghost of a chance, and Mr. Patman 
later withdrew it after the Ways and 
Means Committee made plans to name 
a sub-committee to consider the bill. 

It is generally believed that the bill 
stands little chance of passing Congress 
although Mr. Patman, co-author of the 
Patman anti-price discrimination law, 
insists that he can count no more than 
25 House members who will vote 
against it. Sponsors of the measure 
outside of Congress look to what has 
been described as “Patman magic” to 
assure success for the anti-chain store 
tax measure. 


Discuss Legislation 
Affecting Shoe Trade 


RocHester, N. Y.—Measures affect- 
ing the retail shoe business, now be- 
fore the Legislature, were discussed by 
Ernest Beaumont of Albany during 
conferences he had in New York last 
week with John Slater, chairman of 
the board of directors of the New York 
State Shoe Retailers Association, and 
John Laycock, chairman of its legisla- 
tive committee. 

Mr. Beaumont, a member of the legis- 
lative committee, is able to keep a close 
watch on the course of legislation from 
his convenient location in Albany. 
Among measures considered were the 
following: 

A bill which would prohibit the use 


of “loss leaders” for the purpose of at- 
tracting customers into a store. 

A measure which prevents unfair 
business practices through prohibiting 
the sale or offering for sale of mer- 
chandise unless the sale price, with cer- 
tain exceptions, is 25 per cent higher 
than the cost. 

A bill which would limit the use of 
X-Ray machines for taking pictures of 
the human body, or parts of the human 
body, to physicians. 

A bill to regulate installment buying, 
with rules laid down for conduct in 
each step that is taken. 


Shoe Club to Hold Open 
House Meeting, April 2 


New York—The Shoe Club will hold 
an “open house” dinner meeting on 
Tuesday evening, April 2, the final day 
of the Leather Show and Style Con- 
ference, in the Ball Room of the Hotel 
McAlpin, to which all shoe and leather 
men in the city for the Leather Show 
will be welcome. Dinner will be served 
promptly at 7 p. m. 

An interesting and quite unusual 
program has been planned for the eve- 
ning. A short time ago, the Shoe Club 
had as their guest Dr. John L. Levbarg, 
medical director of the Harlem Eye and 
Ear Hospital and lecturer on the Board 
of Education. Dr. Levbarg is noted for 
his research in the field of hypnotism 
and his tests or experiments on the 
audience as evidenced at his previous 
appearance at the Shoe Club meeting, 
was both fascinating and amusing to 
say the least. He will be the featured 
attraction at this coming “open house” 
meeting and a most interesting evening 
is promised, especially for the open 
forum period following Dr. Levbarg’s 
lecture. 

Tickets for the affair are $2.00 and 
include both the dinner and entertain- 
ment. Reservations can be made to 
Miss Morganstern at the Shoe Clu) 
headquarters at the Hotel McAlpin. 











¢ 
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Shoe Men Dine and Bow! at Cleveland 





Cleveland, Ohio—An unusual party was held recently here when W. J. “Bill” 
Harney, Vitality shoe representative, played host to the Lustig Shoe Co., Youngs- 


town, 


Ohio, and the Stone Shoe Co., Cleveland, both retailers of his line. The 


party began with a dinner at the Hotel Statler where 18 guests of Mr. Harney con- 
gregated. Later the party enjoyed an evening of bowling with teams from each 


store _playi h, the Lustig team winning 
; aad Bing raped above a the extreme left of the photo. 


by a narrow margin. Host 





Pennsylvania Association 
Holds Spring Banquet 

READING, Pa. — The annual Spring 
banquet of the Central Pennsylvania 
Shoe and Leather Association was held 
at the Abraham Lincoln Hotel, here, 
Friday evening, March 8. H. E. Snay- 
berger, of Walkin Shoe Co., president, 
acted as toastmaster. 

L. Vinton Hershey, of Hagerstown 
Shoe & Leggins Company, who had 
served as president of the association 
for the two years just past, spoke on 
“The Origin of Shoes.” He was 
presented with a leather bag as vice- 
president C. T. Carfagno, of Cannon 
Shoe Company, in recognition of his 
splendid work for the association. 

Charles Milton Newcomb was an- 
other speaker who held the interest of 
the audience by reason of his wit. An- 
nouncement was made that plans are 
going forward rapidly for the golf 
tournament to be held at Lancaster 
Country Club. Greetings from the 
Philadelphia association were brought 
by Earl Cookman. 

Appreciation was expressed by Pres- 
ident Snayberger for the fine work of 
the committee consisting of N. Fein, 
Richard Fuller, O. Eugene Dellinger, 
Fred Curtis and T. H. Embry. J. M. 
Miller was also complimented for his 
effort in preparing the bulletins of the 
association. 





U. 8S. Rubber Declares 


Dividend 


New Yorx—A dividend of 2 per cent 
was declared on the outstanding 8 per 
cent non-cumulative First Preferred 
stock of United States Rubber Co., at 
the regular monthly meeting of the 
company’s board of directors here, last 
week, it was announced by F. B. Davis, 
Jr., chairman and president of the com- 
pany. Dividend is payable March 22, 
1940, to stockholders of record March 
8, 1940. 


W. D. Allen Re-elected 


C. P. Ford Head 


RocHEsTeR, N. Y.—Wheeler D. Allen 
was re-elected president and treasurer 
of C. P. Ford & Co., women’s shoe 
manufacturers, at its annual meeting. 
Other officers chosen ‘were Walter S. 
Forsyth, vice-president; J. P. Finne- 
ran, secretary. The three officers and 
Baxter Lines constitute the board of 
directors. 

Mrs. C. P. Ford, widow of the man 
who founded the industry, attended the 
meeting, which was held at the plant. 





Reineberg’s Open New 
And Modern Store 


York, Pa.—Reineberg’s, well known 
retail shoe firm here, recently held the 
formal opening of their new and com- 
pletely modern store. The opening was 
held for two days and nights during 
which time the store was crowded with 
well-wishers, interested in viewing the 
new store. Many letters and wires of 
congratulations were received and the 
store was overflowing with flowers. 

The latest in design, lighting and 
fixtures were incorporated in the new 
store making it one ef the most out- 
standing in this section of the country. 
In addition, a complete new and mod- 
ern front was added with the latest 
arrangement in display windows and 
exterior lighting. The store is com- 
pletely air and heat conditioned as well. 





Michigan Summer Shoe 
Show June 23-24 


GRANDS Rapips, MicH.—Dates have 
been announced for the Michigan Sum- 
mer Shoe Fair. It is to be held at the 
Pantlind Hotel here, June 23-24 with 
an expected attendance of 600. Curtis 
W. Johns, representing Groves Shoe Co., 
is chairman. 





Dates to Remember 


Monthly Showing Shoe Travelers As- 
sociation of Chicago, Hotel Mor- 
rison, Chicago, Ill...March 25, 26, 1940 

Official Opening of American Leathers 
and Style Conference for Fall, 1940, 
Waldorf-Astoria Hotel, New York. 

April 1, 2, 1940 

Monthly Showing Michigan Shoe 
Travelers Association, Hotel Statler, 
Detroit, Mich. ............ April 1, 1940 

Fall Style Opening St. Louis Shoe 
Mannfacturers Association, Hotel 
Commodore, New York 

May 5, 6, 7, 8, 1940 

Quality Footwear Fashion Showing, 
William R. Parrott, Manager, Hotel 
Biltmore, New York City 

May 6, 7, 8, 1940 

Annual Convention Illinois Shoe Re- 
tailers Association and Illinois Shoe 
Travelers, Faust Hotel, Rockford, 
pO ee June 2, 3 and 4, 1940 

Fourth Annual Fall Style Show, South- 
western Shoe Travelers’ Association, 
Adolphus Hotel, Dallas, Texas 

June 2, 3, 4, 5, 1940 

Annual Convention Pacific North- 
west Retail Shoe Dealers Associa- 
tion, Spokane, Wash. 

June 2, 3, 4, 5, 1940 

Fifth Annual Midwest Shoe Fair, 
Netherland Plaza Hotel, Cincinnati, 
ML, 4 ahata tesa cee June 9, 10, 11, 1940 

Annual Convention California Shoe 
Retailers Association, St. Francis 
Hotel, San Francisco, Calif. 

June 9, 10, 11, 12, 1940 

Annual Boston Shoe Fair, Hotels Stat- 
ler and Parker House, Boston, Mass. 

June 10, 11, 12, 13, 1940 

Annual Convention New York State 
Shoe Retailers Association, Hotel 
Syracuse, Syracuse, N. Y. 

June 16, 17, 1940 

Joint Annual Convention and Shoe 
Show, Wisconsin Shoe Travelers’ 
Association and Wisconsin Shoe 
Retailers’ Association, Plankinton 
Hotel, Milwaukee, Wis. 

June 16, 17 and 18, 1940 

Annual Michigan Summer Shoe Fair, 
Pantlind Hotel, Grand Rapids, 
MS Scivnaee suber June 23 and 24, 1946 

Tri State Shoe Mart, Pennsylvania 
Shoe Travelers Association, William 
Penn Hotel, Pittsburgh, Pa. 

July 7, 8, 9, 1940 

Fall Shoe Show Michigan Shoe Travel- 
ers Association, Hotel Statler, De- 
troit, Mich. ........ July 8 and 9, 1940 





Godman Co. Adds 
New Directors 


CoLuUMBUs, OHIO—Two new directors, 
D. P. Cary, Chicago, and C. A. Lau- 
bach, Bexley, Ohio, have been added to 
the board of the Godman Co., Columbus, 
Ohio, shoe manufacturers. Mr. Cary 
succeeds the late Manch J. Wallace, 
and Mr. Laubach is an additional mem- 
ber of the board, which now consists of 
eight members. No action on the ques- 
tion of filling the position of secretary 
left vacant by the death of Mr. Wallace 
was taken. Other officers and directors, 
headed by Frederick A. Miller, presi- 
dent, were re-elected. 
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Hide Traders Active Buyers in Spot Market 





Duliness Follows Busy Trading on Chicago Market, as Futures 
Lose Part of Their Early Gains—Long Position 
Near All-Time High 
by SHELDON CLARK 


New Yorx—Big Four packers sold 
a full week’s production of hides in 
the spot market last week at prices % 
to % cent per ib. higher. 

Tanner buying was light, but hide 
traders were active buyers as hide fu- 
tures on the New York Commodity Ex- 
change advanced. The Chicago market 
then ruled dull late in the week, as 
futures lost some of their earlier gains. 
Sales were estimated at 100,000 pieces. 

On the last transaction light native 
cowhides of March salting traded at 13 
cents per Ib. 

Since most of the spot purchases 
were by traders who operate against 
the futures exchange, rather than tan- 
ners, the advance and activity in actual 
hides was attributed to continued will- 
ingness of speculative interests to take 
long positions. The long positions on 
the New York exchange at the close 
of last week totaled 3,015,000 hides— 
near an all-time high. 

Raw hide futures prices at the close 
of the week were 12 to 15 points above 
the previous week-end to more than off- 
set the decline of 7 to 10 points the 
week before. 

Trading in futures dropped to 622 
contracts or 24,880,000 Ib. compared 
with 1426 contracts or 57,040,000 Ib. 
the previous week. The drop in volume 
reflected the fact that March liquida- 
tion has been almost completely accom- 
plished and consequently very few 
switching operations occurred. Switches 
had been heavy the previous 7 - day 
period. 

Factors accounting for the willing- 
ness of commission house sources to ac- 
cumulate hide contracts were: 

1. Improved business of sole leather 
tanners with shoe manufacturers. 

2. U. S. prices generally were below 
prices in foreign markets. 

8. Approach of the season of im- 
proved quality of hides. 

4. Continued sound statistical posi- 
tion of the industry. 

Hide traders continued to offer the 
contracts against spot hides purchased 
in Chicago. The four factors listed 
above, which were sufficient to give a 
steady undertone to the market, had 
largely been discounted and the small 
rise in futures was more or less in 
sympathy with strength in other com- 
modities. 

The Dow-Jones index of futures 
prices advanced to 59.38 from 58.88 and 
Moody’s spot index at the week - end 
stood at 159.1, up from 158.6. 

While the statistical position of 
hides remained sound, figures released 
this week on February 1 stocks showed 
greater supplies on hand than hereto- 
fore. Visible stocks in all hands on 


Feb. 1 amounted to 7.6 months’ supply 
compared with 7.3 months’ supply on 
hand Jan. 1. The increase in the num- 
ber of months of supply was due to both 
an absolute increase in the number of 
hides in stock and a declining rate of 
leather consumption. 

However, the 7.6 months’ supply on 
hand compares favorably with the 8.06 
months’ supply on hand Feb. 1, 1939. 
At that date, nonetheless, light native 
cowhides were quoted at about 10% 
cents compared with 13 cents today. 


Leather Markets 


Sole leather tanners reported an in- 
crease in business, although prices 
were unchanged on the basis of 34 cents 
per Ib. for best quality light cow crops 
at Boston tanneries. Tanners were not 
convinced that the pickup was neces- 
sarily more than temporary, although 
they said they surmised shoe manufac- 
turers are low in inventories. Shoe 
manufacturers now are generally cred- 
ited with having foreseen a short sea- 
son of high production, due largely to 
the early Easter, and consequently 
covered their Spring requirements last 
Fall. Factories usually start buying 
for Fall requirements about May 1. 

The between-season doldrums con- 
tinued in upper leather, with stitch- 
down manufacturers reported out of 
the market. After the earlier cuts in 
prices, however, upper leather tanners 
generally were reported holding at 
present levels. Calfskin leathers were 
quoted unchanged at 41 cents per 
square foot for L weight of women’s 
colored calfskin leather, average of B 
and C grade. Men’s weight was steady 
at 42 cents, Boston, for heavy-medium 
men’s black calf average of B and C. 


South America 


Late cables reported that Europe is 
still in the Buenos Aires markets for 
all classes of hides, but supplies are 
well sold up. Standard frigorifico steer- 
hides last sold at 100 pesos, equivalent 
of 14% cents. Evidently, Britain and 
other nations are fairly successful in 
tanning their own leathers during the 
war to date. While Argentine hide sales 
abroad have continued active, the 
leather buying in the U. S. by the 
French and British buying commission 
has not materialized. The commission 
reported last week, for example, that it 
had made no sole leather purchases to 
date and that a number of officers in 
the leather divisions had returned to 
Europe. This does not nécessarily pre- 
clude orders in the future, however, 
traders pointed out. 


Albert F. Philbrick 


Cuicaco, Inu.—Albert F. Philbrick, 
87, who until a few weeks ago continued 
his activities as a salesman for Gut- 
mann & Co., Inc., leather tanners, died 
March 9. 

Mr. Philbrick, well known in the shoe 
trade, for many years represented the 
company in Chicago and St. Louis. 


Irving C. Paul 


Rocuester, N. Y.—Irving C. Paul, 
well known in the shoe trade as a style 
man until his retirement a few years 
ago, passed away at his home here. 

Mr. Paul was connected with the 
shoe business all his life as was his 
father before him. He was associated 
with the trade in Canada from 1919 
until 1935 at which time he settled in 
Rochester. 

Surviving him are his wife, a son, a 
daughter, granddaughter and two sis- 
ters. 








A Square Deal for 
The Traveling Shoe Salesman 
[CONTINUED FROM PAGE 28] 


and show the line properly. However 
your buyer insisted that I do as in 
structed, and after glancing at the on 
shoe which I pulled out from the to; 
of my bag, I was told that there wa: 
no interest in the line. Total elapsed 
time about two minutes. 

“We men who sell shoes understand 
thoroughly that we cannot sell every 
body, nor can the buyer purchase from 
every line or man who calls on him. | 
maintain, however, that no salesman 
and no line of footwear can be properly 
presented with one shoe hastily 
snatched from the top of a sample case, 
in a reception room, on a folding chair 

“TI certainly consider the treatment | 
received most unfair, and such treat 
ment of men who call on you to sel! 
can only result in injury to your firm. 
I thought that in this day and age 
every buyer recognized the fundamental 
principle, that the retailer or jobber 
needed the factory and the salesman 
and their good will fully as much as 
the factory and the salesman needs th: 
outlet for his merchandise. 

“I expressed myself quite definitely 
to your buyer, as to how I felt about 
the matter regarding the treatment | 
received, after I had been dismissed. 

“You may believe me or not that thi 
letter is not written out of any sens 
of pique or feeling because I ‘failed t: 
get the order.’ It is, as I stated in th 
opening paragraph, a plea on my ow: 
behalf and on behalf of other men wh» 
might find themselves in a similar sit 
uation in your place. Courtesy, fai 
treatment and a reasonable time i» 
which to properly show our line are a’! 
we expect. 

“Every salesman, with few exce)- 
tions, receiving such fair and courteous 
treatment will leave with a smile o) 
his face.” 
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Michigan Travelers Set 
Fall Shoe Dates 


Detroit, MicH.—The Michigan Shoe 
Travelers Association have set an early 
date for their first Fall shoe show, 
which will be held at the Hotel Statler, 
Detroit, July 8 and 9. Elaborate plans 
for this event are being made. 

Attendance at the monthly March 
show last week proved the heaviest of 
the 1939-40 season to date, with an un- 
usual number of upstate shoe retailers 
on hand—and buying. 

Summary of styles was given by 
Sam Kane, chairman of the publicity 
-ommittee, to the RECORDER: “In wo- 
men’s shoes, toeless numbers appear to 
be leading,” he stated. “The high heel 
wedges in various combinations are 
stepping to the fore very rapidly. 

“In men’s shoes, sales show clearly 
that the bootmaker or custom type of 
shoe is still way in the lead among 
style shoes for younger men. 

“Sport oxfords lead the parade for 
growing girls. Especially important 
is the brown and white combination in 
saddle oxfords, with side laces, which 
are coming into popularity.” 

The association will celebrate its 
fourth anniversary on April 1, and a 
report of the retiring president, Bruce 
Dickman, shows the greatest increase 
in membership in its history—a total 
of 105 members now, as against 82 last 
year. 

Extension of activity, so that the 
club covers many important activities 
for members, as well as the straight 
social functions, has brought several 
special services to the fore. Perhaps 
foremost among these is the work of 
the Employment Committee, headed 
jointly by Peter Howard and Frank 
Huetter, which has devoted its entire 
activity to placing unemployed mem- 
bers in good positions, with marked 
success. 

Sam Kane, head of the publicity com- 
mittee, has been successful in placing 
much favorable publicity for the club. 

Retiring officers, who will be suc- 
ceeded by new men to be elected at the 
annual meeting April 1, are: Bruce 
Dickman, president; Charles Harris, 
vice-president; Moe Canter, secretary; 
F. J. McCloskey, treasurer; Herman 
Meyer, chairman of the board, and 
Frank Huetter, Peter Howard, Al Cat- 
tell, D. Brown, Lou Hall, and C. E. 
Armbruster, directors. 





Manager Changes in 
Boston Stores 


Boston, Mass.—Thomas J. Connors, 
who resigned as manager of the Ster- 
ling Shoe Store at 51 Temple Place, is 
now associated with the A. S. Beck 
Company. His place at the Sterling 
store has been filled by the promotion 
to the managership of Hiram Porter, 
who has served as assistant manager 
for the last four or five years. Prior 
to that Mr. Porter held several re- 
sponsible positions in Boston Stores, 
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IN-STOCK 

PANAMA 
#80—Black Bucko 
#88—Blue Bucko 
#86—White Bucko 
Other styles 
available. 
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Fine Shoe Makers at 
AUBURN, NEW YORK 
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The classic reaction to unbalanced “pump-priming.” 


Gerald W. Siegel, Stewart Shoe Co., lowa City, Iowa. 
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Children's Shoes 
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Dr. C. A. Haines 
Shoes for Children 
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SUPERIOR SHOE CO., Mfrs. 

608 S. Peoria St. Chicago 
also carried in by 

Shee Co., Bres. & Ce., 

i W. Jefferson St., 119-121 E. Columbia St., 

Detroit. Indiana. 

Carton Labels 
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Spring Fashion Show 


By Television 


New York—In step with the times 
the Coward Shoe’s recent Spring fash- 
ion show took the form of a television 
broadcast, presented to members of the 
press in one of the RCA studios. The 
actual shoes were viewed afterward at 
the cocktail party held in the Shell 
Room of the Rainbow Room. 

A representative group of 12 shoes 
was shown by television. These in- 
cluded a suit shoe with elasticized faille 
top, a mesh oxford and several wedges, 
christened “Escalators.” One very 
smart wedge had a three layer heel in 
snake, gabardine and snake, the entire 
upper being of elasticized gabardine. 
Patent, calf and gabardine were the 
favorable materials, frequently used in 
combination. 

Coward’s 1939 World’s Fair shoe ap- 
peared again in new leathers and col- 
ors. Some attractive play and active 
sport shoes for both men and women, 
and some children’s shoes completed a 
well-rounded Spring picture combining 
style with the traditional Coward com- 
ort features. 


BOOT ann SHOE RECORDER, March 16, 1940 


Finds Business Better 


WEssTER, Mass.—Otto H. Bluhm, who 
joined the sales staff of the Bates Shoe 
Company earlier this year, finds a defi- 
nite uptrend in business in his terri- 
tory. He covers the trade on the North 





OTTO H. BLUHM 


Side of Chicago, as well as towns 
throughout the state of Illinois; and 
shows his line on the last Monday and 
Tuesday of every month at the Morri- 
son Hotel, at the showing sponsored 
by the Chicago Shoe Travelers’ Asso- 
ciation. 


Ephrata Shoe Company 
Enlarges 


Epurata, Pa.—W. B. Rohrbach, 
president of the Ephrata Shoe Co., has 
announced a new addition which adds 
10,000 square feet of floor space to the 
plant. 

This has been done to permit the 
expansion of several departments to 
meet the increased production. 

Started during the depression years, 
the company has continued to run at 
its peak to meet the demand for high 
grade children’s welts.and prewelts. 





Returns from Western Trip 


Cuicaco, Inu.—John G. Llewelyn of 
the Superior Shoe Company, recently 
returned from a rather extensive trip, 
calling on the large volume trade 
through the southern and Pacific states. 
While in California, he took a little 
“time out” for a vacation, Mrs. 
Llewelyn’s presence adding to the en- 
joyment of the trip. 

Merchants throughout that part of 
the country report business as being 
most satisfactory and a very good 
Easter trade is anticipated. During the 
next few months, Mr. Llewelyn plans 
on being at the factory, taking care of 
the Eastern accounts. 
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Youngest Feel 


Most widely distributed 
brand of infant footwear in 
America ... pioneers in the 
scientific study of the rapid 
development of little feet 
...and recognized author- 
ity in the making and fitting 
of baby shoes from 0 to 8 
. « » types and styles for 
each age and purpose. Let 
this experience be your buy- 
ing guide. 


THIS IS THE RECORD OF 














TRADE LITERATURE 
Custom House Guide Issued 


The Custom House Guide, now in its 
78th year, has just announced the dis- 
tribution of the 1940 edition. With the 
dislocation of trade routes, sources of 
supply, changes in markets, regulations, 
laws, etc., brought about by war condi- 
tions, the issuance of the annual Guide 
at this time is of interest to foreign 
traders throughout the country. 

New features in this 1549-page pub- 
lication have been the inclusion of the 
new Shipping and Commerce Regula- 
tions, the former rewritten by the 
Bureau of Marine Inspection and Navi- 
gation and the latter by the Bureau of 
Foreign and Domestic Commerce. Other 
features include Internal Revenue Code, 
Tariff Act and Trade Agreements, gen- 
eral information and supplementary 
service. The book is published by Cus- 
tom House Guide, Box 7, Station P, 
Custom House, New York. 


Named Rochester 
Heel Co. Head 


RocHester, N. Y—-Mark H. Tuohey 
was elected president of the Rochester 
Heel Company, at the annual meeting 
held last week. Other officers named: 
George H. Black, vice-president and 
treasurer, Percy W. Gillette, secretary. 
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STOCK Ne. ease = White Zapon Imt. 
alf. 


STOCK Neo. 6404—As above in Black 
Zapon Imt. Patent Leather. 


Sizes 34%%-8—4-8 





The Leadership of Zapon Imitation Leather Is Unquestioned 
Appearance, Wear and Economy Are Now Proven Facts 





BOSTON NOVELTY SHOE CORP. 120 tincoin st., BosTON, MASS. 


WRAP-UPS 
AT 


30? 


LEATHER SOLES 





STOCK Neo. 6400 White Zapon Imt 
Calf, with Tan Trim 
STOCK No. 6401—As above, with Black 
Zapon Patent Trim. 
STOCK No. 6402-——As above, in all over 
White Zapon Imt. Calf 
Sizes 4-8—4.90—5-9 


IN-STOCK! ORDER NOW! 














Contracts Awarded 


For C.C.C. Shoes 


Boston, Mass.—The Joseph M. 
Herman Shoe Company of Millis, Mass., 
has been awarded a contract to manu- 
facture 100,952 pairs of service shoes 
for use by the Civilian Conservation 
Corps. Half of these are Type B shoes 
of black leather; the other half, also 
black, are Type E service shoes. The 
price at which the contract was let for 
the Type B shoes was $2.62 a pair, 
which compares with a price of $3.15 
per pair paid by the government last 
October. The contract for the Type E 
shoes was let at $2.44 a pair, which 
compares with prices of $2.68, $2.73 
and $2.84 which were paid by the 
government for shoes of the same type 
ordered January 25 of this year. 

The Brown Shoe Company of St. 
Louis at the same time was awarded 
a contract to make 455 pairs of low 
quarter, brown calf blucher oxfords 
which are to be used for test purposes. 
The price at which the contract was 
let was $3.09 per pair. 

Two companies, I. B. Williams & 
Sons of Dover, N. H., and the Graton 
& Knight Company of Worcester, 
Mass., were awarded contracts to man- 
ufacture 60,000 sixty-five inch leather 
laces. The former company is to make 
6,000 pairs at a price per pair of $.0685, 
while the latter company is to manu- 
facture the remainder at a price per 
pair of $.0724. 








T. Arthur Cohen on 
Convalescent List 


Rocuester, N. Y.—T. Arthur Cohen, 
former president of the New York 
State Shoe Retailers Association, is re- 
covering from illness at his home, 28 
Clermont Street, Albany. His store is 
located at 81 Chapel Street in that city. 





What to Wear “Down South” 





“Going South?” is the query of this interesting resort window used recently by 

Morse’s Shoe Store, Worcester, Mass. Designed by Ben Sheftel, manager of the 

store, the display settles the question of what to take along in the way of appro- 
priate footwear to those lucky few who can answer in the affirmative. 





of Johnston & Murphy to choose its 
executives from within the organiza- 
tion and the fact that the firm is this 
year celebrating its 90th anniversary 
of quality shoemaking substantiates the 
soundness of this plan. 


John W. Slattery Named 
Johnston & Murphy Head 


Newark, N. J.—At a recent meeting 
of the stockholders of Johnston & 
Murphy the following were elected 
officers of the corporation:—John W. 
Slattery, president and sales manager; 
Albert C. Gibbins, vice-president and 





Bauer Opens Family Store 


treasurer; Charles M. Opitz, secretary, 
and Courteneay Overman, assistant 
treasurer and assistant secretary. 
Directors: John W. Slattery, Albert 
C. Gibbins and Neil P. Overman. 
For many years it has been the policy 


HARTFORD, Wis.— Paul Bauer, for- 
merly of West Bend, has opened a new 
shoe store here with a complete line of 
footwear for the family. Dr. R. J. 
Dunlop is associated in the ownership 
of the new store. 
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LITHOX CORD HEELS 
NON-SLIP 

The popular heel because of 

Quality and price. 

THE LITHOX corp. 

| 
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WAPAKONETA, OHIO, U. S. A. 











New Use for the 
Cigar-Store Indian 


Cuicaco, ILu.—A real old-fashioned 
cigar store Indian is being used in the 
window of one of the local Hassel’s shoe 
stores as a novel means of promoting 
Hassel’s Redskin Calf, a bright reddish 
brown leather. Alongside a display 
of shoes in this leather is a placard 
reading “A new American leather with 
personality all its own—head and shoul- 
ders above the commonplace—a chief- 
tain among the style leathers for 
Spring.” 
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Tough on the Traveling Man 
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J. J. Buckley, former president of the 
Southwestern Shoe Travelers’ Associa- 
tion and now Southwest representative 
of Blue Ribbon Shoemakers, Inc., in- 
nocently entered San Angelo, Texas, 
recently and was promptly grabbed by 
several tall westerners all tricked out in 
cowboy clothes and put in jail. It seems 
that every year for a month before the 
annual stock show and rodeo in San 
Angelo, the townspeople “go western” 
in their attire. Anyone caught on the 
street without some article of western 
regalia is put in jail, later being tried 
before “Judge Soy Bean, the law west 
of the Pecos.”” Mr. Buckley was likewise 
taken care of and fined one dollar. The 
fine going toward a milk fund for un- 
derprivileged children. 





Pre-Easter Business 
Active in Chicago 

Cuicaco—An_ active pre-Easter 
shoe business is reported for the Chi- 
cago area by retail shoe men and de- 
partment store shoe heads. Earliest 
sales have been dominated so far as 
volume goes by patent leather and 
gabardine, chiefly in elasticized combi- 
nations and versions. Blue has been 
the second color seller with brown still 
remaining the dark horse. The latter 
color has received considerable play in 
special promotions by many of the 
shops and shoe departments. 

Reptiles and reptile trims on patent 
have been especially active, particular- 
ly in the beige and very light effects. 
There has been some activity on the 
blond shoes and a few greys sold. 
Bright colors, such as blues, greens, 
and reds and combinations have been 
well accepted in the shop and salon 
type stores. 

Open toes are being sold up to some 
80 per cent of the volume sales with 
predictions in some sections that the 
percentage will go even higher as the 
season advances. Some open toes are 





SprING. Summer, Fall or Winter, 
the Bass Weejun will sell and sell 
fast. Made from saddle leather, nat- 
ural color, or dark brown mounted 
on a hard sole, it's got style and 
is ideal after golf, after skiing, 


around the club, at the beach, or at 
home. It's an all-purpose shoe-slipper 
that will bring extra sales anytime. 
Write for FREE catalog of other 
Bass outdoor footwear. G. H. Bass 
Company, Dept. BS-36, Wilton, Maine. 

















being sold in the very dressy types and 
in the high wedges. Wedges are in- 
creasing in demand and are now being 
promoted and sold in all price groups. 
Black patent combinations lead the 
early sales with a lot of interest shown 
in the bright color combinations worked 
out with reptiles and other leathers. 





Phillips Purchases 


Roberts’ Store 


Fonp pu Lac, Wis.—John Phillips 
has assumed ownership of the Roberts’ 
Shoe Store here. He has spent the last 
20 years as buyer and merchandise 
man in this type of store. 





Correction 


In an item published on page 52 of 
the March 2 issue of Boor AND SHOE 
RECORDER, it was incorrectly stated that 
$5,000 will be expended by Entroth 
Shoe Company in installing a new front 
and remodeling the building of their 
new quarters in Rochester, N. Y. The 
building is being remodeled, and the 
front is being installed by the owner 
of the building, without any cost to 
Entroth Shoe Co. 

It was also stated that this firm had 
to invest $10,000 in remodeling their 
former store. This figure is incorrect. 
The entire investment amounted to less 
than $1,000. 
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Shoe Windows Score 


[CONTINUED FROM PAGE 24] 


points. Scruggs-Vandervoort & Barney 
featured a window display of women’s 
shoes that secured the eighth award 
with 200 points, while Kline’s, Inc., 
gained the ninth award with 157 points 
for Otto S. Laschi’s display of women’s 
shoes. 

Scott DeKins, secretary-treasurer of 
the American Retailers’ Association, 
cooperated in developing the awarding 
idea. 

Following is the list of displays and 
how they were judged: 


For the Displays from Jan. 28 to 
Jan. 31 


First prize — Boyd’s — Total points, 
255. A. C. Raining, display manager. 
Merchandise: Pledgeworth Shoes. 

Second prize—Kline’s, Inc.—Total 
points, 252. Otto S. Laschi, display 
manager. Merchandise: Junior dresses. 

Third prize—Stix, Baer & Fuller 
Company. Total points, 251. E. H. 
Leeker, display manager. Merchandise: 
Air-Step Shoes. 

Fourth prize — Sonnenfeld’s — Total 
points, 240. William Bellison, display 
manager. Merchandise: Junior dresses. 

The following are the ratings of the 
remainder of the windows for the con- 
test Jan. 28 to Jan. 31: 

Five—Kline’s, Inc.—Otto S. Laschi, 
display manager. Merchandise: Hats. 
Total points, 235. 

Six—Greenfeld’s—I. J. Eagen, dis- 
play manager. Merchandise: Winthrop 
Shoes. Total points, 230. 

Seven—Kline’s, Inc.—Otto S. Laschi, 
display manager. Merchandise: Blouses 
and skirts. Total points, 227. 

Eight—Stix, Baer & Fuller Com- 
pany—E. H. Leeker, display manager. 
Merchandise: Roblee Shoes. Total 
points, 225. 

Nine—Famous & Barr Company— 
Mr. Chadwick, display manager. Mer- 
chandise: Shoes. Total points, 215. 

Nine—Kline’s, Inc.—Otto S. Laschi, 
display manager. Merchandise: Ladies’ 
coats. Total points, 215. 

Nine—Thomas W. Garland, Inc.— 
Miss Frances E. Willson, display man- 
ager. Merchandise: Junior dresses. 
Total points, 215. 

Ten—Greenfield’s—I. J. Eagen, dis- 
play manager. Merchandise: Alligator 
Raincoats. Total points, 209. 

Eleven—Famous & Barr Company. 
Mr. Chadwick, display manager. Mer- 
chandise: Wash goods. Total points, 
200. 

Twelve — Scruggs-Vandervoort-Bar- 
ney. Total points, 199. Merchandise: 
Luggage and Junior dresses. 

During the Jan. 28 to Jan. 31 con- 
test, Famous & Barr Company failed 
to install their dress window, and 
Kline’s added a display of hats. 


For the Displays from Feb. 4 to Feb. 7 


First prize—Stix, Baer & Fuller 
Company. Total points, 262. E. H. 
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Leeker, display manager. Merchan- 
dise: Mark Twain Shirts. 

Second prize—Boyd’s—Total points, 
252. A. C. Raining, display manager. 
Merchandise: Alligator Sportswear. 

Third prize—Stix, Baer & Fuller 
Company. Total points, 251. E. H. 
Leeker, display manager. Merchan- 
dise: Martha Manning Dresses. 

Fourth prize—Scruggs-Vandervoort- 
Barney, Inc. Merchandise: Curtains. 
Total points, 242. 

The following are the ratings of the 
remainder of the windows for the con- 
test Feb. 4 to Feb. 7: 

Five—Stix, Baer & Fuller Com- 
pany. Total points, 235. E. H. Leeker, 
display manager. Merchandise: Jolene 
Shoes. 

Six — Scruggs-Vandervoort-Barney, 
Inc. Merchandise: Cotton Yard Goods. 
Total points, 205. 

Seven—kKline’s, Inc. Display man- 
ager, Otto S. Laschi. Merchandise: 
Junior Dresses. Total points, 202. 

Eight — Scruggs-Vandervoort-Bar- 
ney, Inc. Merchandise: Women’s 
Shoes. Total points, 200. 

Nine—Kline’s, Inc. Otto S. Laschi, 
display manager. Merchandise: Shoes. 
Total points, 157. 

During the contest of Feb. 4 to Feb. 
7, Famous & Barr Company, Green- 
field’s, Thomas W. Garland, Inc., and 
Sonnenfeld’s did not install displays. 





QUALITY SUBSTITUTE 


RELETHA’S 
TOUGHNESS 


comes from 
long, strong fibers! 


And they, too, make pos- 
sible its firm, leathery pli- 
ability . . . durable leather- 
like surface . . . rich, au- 
thentic colors . . . freedom 
from wrinkling and crack- 
ing. RELETHA is the 
ideal sock lining . . . is 
preferred by outstanding 
manufacturers . . . speci- 
fied by knowing buyers. 


PROSPECT MILLS CORP. 
15 Chestnut St. 
CAMBRIDGE, MASS. 
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Covering Key Cities 

PASADENA, CAL.—Mrs. Mary Thacker, 
advertising and promotional manager 
for Joyce, Inc., left recently on an 
eight-week flying trip around the coun- 
try during which time she will visit 
several of the key cities. Her plan in- 
cludes working with advertising and 
display departments of several stores, 
as well as having merchandising meet- 
ings with the selling organization. In 
a few instances fashion shows will be 
held within the store. 


Farley Co. Adds New 


Shoe Department 


San Dieco, Cat.—The Farley Cloth- 
ing Co. have added what is in effect 
an entire shoe store to their present 
store. Shoes were formerly carried in 
the lower selling level and were con- 
sidered mainly as an accomodation de- 
partment. Recently an adjacent store 
room has been acquired, which has been 
turned into a complete shoe depart- 
ment. 

This new room gives the store front- 
age on two streets—one on Fourth St. 
and one on Broadway. The present 
shoe department set-up now represents 
a good percentage of the volume of the 
entire store’s business. Harry Sapson 
is in charge of the shoe department 
under the general supervision of Nat 
Slepyan of the Los Angeles store. 
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Obituaries 


Cc. D. P. Hamilton, Sr. 


St. Louis, Mo.—C. D. P. Hamilton, 
Sr., one of the founders and a vice- 
president of the International Shoe 
Company, died March 6 at the Barnes 
Hospital, here. Burial was in the Belle- 
fontaine Cemetery. 

Mr. Hamilton, who was 88, died of 
broncho-pneumonia. He entered the 
hospital last summer for treatment for 
infirmities, and was stricken with pneu- 
monia last week. 

Born December 10, 1851, on a farm 
near Philadelphia, Mr. Hamilton, at 21, 
went to Kansas, where. he taught 
school, later returning to Easton, Pa., 
where he married Miss Florence Night- 
ingale, who survives him. He estab- 
lished the Easton Boot and Shoe Com- 
pany, a manufacturing firm, selling his 
boots and shoes to Roberts, Johnson & 
Rand of St. Louis, then in the shoe 
jobbing business. Later when Roberts, 
Johnson & Rand decided to go into the 
shoe manufacturing business, they 
brought Mr. Hamilton to St. Louis as 
general superintendent and director. 

He made the first shoes for the firm, 
which later became one of the units 
making up the International Shoe Com- 
pany. Although he retired from busi- 
ness 12 years ago, Mr. Hamilton re- 
mained a vice-president of the company. 
He also was a vice-president of the 
Hamilton, Sheu & Walsh Shoe Com- 
pany, of which his son is chairman of 
the board. 








Mexican Huaraches 














Current Promotions of Brown 


New York—Leading stores have re- 
cently given much advertising space to 
brown. Bonwit Teller has been spon- 
soring two shades. For shoes, Balen- 
ciaga Cocoa described as “a warm 
cocoa-brown, with pinkish undertones,” 
is being promoted in Palter DeLiso 
shoes. The second promotion of this 
style- minded store is Nut - brown, 
“warm, rich nut-brown” in a series of 
Spring Urbanites in crocodile, designed 
by James Kean. Lord & Taylor has 
been doing a good business with Copper 
Penny accessories, including shoes. 
Thrush is being promoted by Jay- 
Thorpe and Meadowlark by B. Altman. 
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3.98 


5.94 


The onswer to every murse's prover! Not only will these honed 
some low pred comfort shoes support and relos your fee! 
They re somhred to keep os sweel os pow freshly storched vm 
form — yes, even on the hoftest doy! They re mode of o leather 
thet requires no shoe cleoner other thon scoop ond water 
Semply whest a damp cloth over its mrtoce Almost every 
Common ston — even ink — dusappecrs! Not ony tho! Mocy 1 
Bureow of Stomdords choms thes wonder leathe: vestts gross 
stains better then any other leather they ve tested! Follow the 
leodeo! New York murses, order your pow today We ll lay ow bo! 
tem dolor thet you I never let yoursel! be eithou! them ogoin! 


Style Ac Sinan 4 to 9, AAA be EEE 
Style &: Sines 4 to 10, AAAA to EEE 


MACY SHOE CENTRE, FIFTH FLOOR 


34h ST. & SROADWAY, WH. Y. Cc. 
toe © 8 he Om 











“The answer to a nurse “44 


's prayer, 
this ad oR. H. Macy & Cow Now York, 
Sanitized 


in a recent 

nurses’ shoes. “Easy to and al- 
ways as fresh as a uni- 
form,” these shoes were “down the 





































Mr. Hamilton was a world traveler, 
and since 1911 he and Mrs. Hamilton 
had visited every part of the world. 
He was a Shapespearean student and 
reader. Many of the business letters 
sent by the International Shoe Com- 
pany to its salesmen and customers 
were written by him before his retire- 
ment. 

Besides Mrs. Hamilton and his son, 
Cc. D. P. Hamilton, Jr., Mr. Hamilton 
is survived by two daughters, Mrs. V. 
P. Braxton and Mrs. D. R. Millard. 

Active pallbearers were Byron A. 
Gray, president of the International 
Shoe Company; Edward J. Hopkins, 
Paul B. Jamison, Clarence H. Fielder, 
Dickson S. Stauffer and Robert L. 
Jordan, directors, and C. D. P. Hamil- 
ton, III, and Everett R. Hamilton, 
grandsons, who are officials of the 
Hamilton, Sheu & Walsh Shoe Com- 
pany, of which the deceased also was a 
director. 


August F. Klaiber 


BurraLo, N. Y.—August F. Klaiber, 
the oldest shoe retailer in Buffalo and 
said to be the oldest in the state, passed 
away at his home here, last week at 
the age of 84 years. 

Mr. Klaiber started in business in 
1886, remaining active in his business 
until shortly before his death. In fact 
his last illness necessitated his being 
away from his store for the first time 
in his 54-years of business. 

He was known and beloved through- 
out the shoe trade, not only in this 
city but throughout the state as well. 

The funeral was held from his home 
and burial was at Forest Lawn, Buf- 
falo. Surviving him are his wife and 
two sons. 


Luther R. Foote 


RocHEsTER, N. Y.—Luther R. Foote, 
retired shoe manufacturer—one of th« 
first men in the country to manufactur« 
a special shoe for babies, which becam« 
known as “soft sole”—died at his home 
at 119 Meigs Street, March 5. He 
was 86. 

He went into business in 1896. His 
factory was at 123 Mill Street, where 
he subsequently manufactured women’s 
shoes and slippers. Besides his widow, 
he leaves a daughter, a sister and thre: 
grandchildren. 


Philip L. Miller 


CLEVELAND, OHI0O—Philip L. Miller. 
veteran Cleveland shoe retailer of more 
than 50 years experience, died recently 
at his home here. He was associated 
with his brothers, Charles A. Mille: 
and Albert D. Miller, in operating th: 
Miller Bros. Shoe Stores. His father. 
the late Philip Miller, founded th: 
family shoe business in 1865. 

Besides his two brothers, he leave: 
his wife, two daughters and thre: 
sisters. 


a 2 2 eat Geet ee bee feet ok 6. 
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WORLD FAMOUS 


ENGLISH SHOES 


-Manfield 


OF NORTHAMPTON 
NOW CARRIED IN STOCK IN U. S. A. 
HERE IS ONE OF MANY STYLES 
Full Wing Tip 


Brogues, with 


double 








Stocked in 
Widths Sizes 


A—8-12 
B—7-12 
C—6-12 
D—6-12 


Write for Catalog 
DISTRIBUTING DEPOT FOR U. S. A. 


As a calendar or 
a window dis- 
play — all in at- 
tractive full col- 
ors. 


This ITS Lady 
Wants to 
Work for You 


She celebrates ITS 25 years devoted to making 
walking a pleasure. She catches the eye, sells the 
energy-saving comfort of ITS Heels—the heels 
that give your customers more satisfac- 
tion with your shoes. Write for 
Blondie, today. 














325 ARCH ST. 





MANFIELD & SONS 


PHILADELPHIA, PENNA. 











Smart New ITS Tuffies Very Thin Heel Lift* 
Special firm rubber, wears level 
longer, no nail scratching, moulded- 
on fibre backs prevent heel cover 
bulge. 


THE ITS COMPANY: ELYRIA, OHIO 





Retail Survey Indicates 


Inventories Up 


CotumBus, On1I0—Survey of 21 rep- 
resentative independent shoe stores in 
all parts of Ohio has revealed that in- 
ventories on Dec. 31, 1939, had in- 
creased 5.9 per cent over the inven- 
tories of Dec. 31, 1938, announced the 
Bureau of Business Research at Ohio 
State University. Sales, however, dur- 
ing 1939 decreased 0.3 per cent from 
sales of the previous year. The data 
pertains to inventories of merchandise 
en hand at cost. Inventories of inde- 
pendent retailers (except department 
stores) in most kinds of business 
changed only nominally (less than % 
per cent decrease from 1938), while 
sales of the same stores for 1939 were 
18 per cent ahead of 1938. 





Opens New Main Floor 
Shoe Section 


Cuicaco, Inu.—The Fair Store has 
just opened a new main floor shoe sec- 
tion for women known as the Vanity 
Fair Shoe Department. The new de- 
partment features novelty shoes at 
popular prices. It is a compact section 
located adjacent to the escalators in 
the women’s hosiery department. It is 
set off from the other departments by 
a low row of shelving which serves as 
an open stock arrangement. 





What's Yew 


New Combination Toplift 


AKRON, OHI0—Shoe manufacturers 
have for several years been looking 
for a practical, efficient combination 
rubber-leather toplift which would com- 
bine the service advantages of rubber 
with the dressiness of the leather. 








The B. F. Goodrich Company, Akron, 
recently announced a new combination 
rubber-leather toplift with a plywood 
core, which it believes will take its 
place alongside other successful inno- 
vations of the company in the rubber 
heel and sole field. 


One of the major difficulties in creat- 
ing a product of this kind in the past 
has been that of getting a close union 
between the heel base and the toplift 
without the use of cement. This extra 
operation added to shoe manufactur- 
ers’ costs. Besides that, former types 
did not stay in place satisfactorily. The 
plywood core in the Goodrich product 
is said to solve that difficulty. 





Shoe Class Planned 
In Rochester 


ROCHESTER, N. Y.—Shoe retailers of 
Rochester will be going back to school 
any day now to learn more about selling 
shoes. 

O. K. Johnson, who used to be a shoe 
man but is now on the Board of Edu- 
cation staff and has become an author- 
ity on merchandising problems, is whip- 
ping the course into shape, arranging 
for the school. Ira Berman will be asso- 
ciated with him in giving instruction. 

Mr. Johnson said: “School sessions 
will be conducted in the evening every 
two weeks and will continue until the 
end of the school year in June. Selected 
problems which are common to all shoe 
retailers will be taken up for study at 
first, and those who attend will also 
present individual problems.” 

It is expected that the school will be 
at one of the downtown hotels and that 
dinner will precede the classes. 
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Novel Color Tieup in Shoe Window 





“Match your shoes with your 1940 car colors,” prompted A. Harris & Co., Dallas, 
Texas, in a recent black patent Spring window promotion. The display utilized 
the glossy black effectiveness of a new 1940 Ford fender to call attention to the 
dominance of patent leather for Spring footwear. Various styles were shown in 
the window scattered among which were folders on the new 1940 cars. Effective 
lighting helped to carry out the glossy black tie-in between fender and shoes. 





Strong Interest in Unusual 
Color Combinations 


St. Louis, Mo.— Manufacturers of 
shoes retailing in the higher price 
brackets have noticed an increased in- 
terest in unusual color combinations 
and details. Black pumps ranked first 
with blue leathers and fabrics second. 
Sandalized pumps and one straps are 
stronger, with colored trims growing 
in importance. Most makers believe 
that the pump will remain the star of 
Spring and Summer selling. Medium 
built-up pumps also registered strongly 
in sales. Standard throat lines are still 
important. 

Ties in sandalized patterns, stimu- 
lated by the wedge heel made their 
appearance on order sheets. 

In pumps all colors are popular. Red 
has been notable in all-over designs but 
not on a large volume scale. 

Open toes and open heels are gain- 
ing in popularity but the walled toe 
is still holding its own. 

Trims have taken on much more 
color, although silhouettes remain very 
simple. Manufacturers trace the use 
of color to the casual trend in all types 
of shoes. This trend is given credit for 
the demands for wedge heels. 

Alligator alone or with fabrics, light 
colors, and white with or without colors, 
multicolored one-strap sandals in com- 
binations, wedge-heeled sandals and 
ties are all expected to continue strong 
throughout the late Spring and Sum- 
mer. 

Other novelty heels popular are: 


pyramid in first place, Dutch Boy and 
thumb print designs, following in that 
order. 





January Shoe Production 
Continues Upward Trend 


Washington, D. C.—Total output of 
boots, shoes and slippers, other than 
rubber, by factories reporting for Janu- 
ary, 1940, indicates an increase of 18.8 
per cent over December, 1939, and of 
0.5 per cent over January, 1939, accord- 
ing to the latest figures released by the 
Bureau of the Census, Department of 
Commerce. 

A total of 33,743,678 pairs were pro- 
duced during January. 1940, which is 
an increase of 5,332,125 pairs over De- 
cember, 1939, and of 182,567 pairs 
over January, last year. 

Increases were shown in every line of 
shoes in January over the preceding 
month, December, but men’s dress, 
youths’ and boys’ and infants’ lines 
showed slight decreases in January from 
the corresponding month a year ago. 





Haas Named Florsheim 
Manager 


MEMPHIS, TENN.—Carl Haas of 
Toledo, Ohio, has been named manager 
of the Florsheim Shoe Store, corner of 
Main and Union here. He succeeds 
D. H. Bancroft who is opening his own 
business in Jackson, Tenn. A native 
of Chicago, Mr. Haas, 30 years old, has 
been connected with the company for 
10 years. 


N.E. Shoe Production 
Shows Increase 


Boston, Mass.—The New England 
shoe states, Massachusetts, Maine and 
New Hampshire, led the country in 
production during January of this 
year, according to the U. S. Bureau 
of the Census report. 

Total output in these three states 
was 12,149,415 pairs, a gain of three 
per cent over January, 1939, as com- 
pared with a gain of 0.5 per cent in the 
output for the entire industry. Maine 
showed a gain of 5 per cent over the 
same month of last year; Massachu- 
setts, a gain of 3 per cent and New 
Hampshire a gain of less than one per 
cent. 

Massachusetts led all states in Janu- 
ary production with a total pairage 
of 6,179,950, followed by New York 
with an output of 5,128,594 pairs. 





Store Celebrates 
50th Anniversary 


Wausau, Wis.—The C. B. Mayer 
Shoe Co., here, is staging special pro- 
motions in connection with its Golden 
Jubilee. Windows are being redeco- 
rated, special displays are in order and 
an eight-page special newspaper sec- 
tion in observance of the event was 
circulated in March. 

The company was founded in July, 
1889, by C. B. Mayer, father of the 
present owners, Theodore G., and 
Charles B. Mayer, Jr., who have served 
as president and secretary respectively 
of the firm since the death of their 
father in April, 1930. 

In addition to the three-story main 
store, an annex was established in 1935 
as a separate marketing unit where 
lower-priced shoes and odd sizes and 
broken lots are stocked. Otto H. 
Sabatke manages the annex. 


Push for Easter Business 


Boston, Mass.—Despite the weather, 
Boston stores are continuing a drive 
for Easter business which began March 
4. Retail advertising has more than 
quadrupled in volume, windows are 
trimmed with Spring shoes against new 
backgrounds and window drapes. 

Shoes displayed show a remarkable 
unanimity of opinion as to what wil! 
sell when the weather becomes warmer. 
In patterns there are high-throated 
pumps, ties, oxford types and some 
Colonial pumps, some with open toes 
and some with closed toes. Many of 
the shoes are made over a wall last 
and a few wedge heel numbers are 
given positions of prominence in the 
window and inside displays. 

In materials, there are gabardine 
trimmed with calf or patent leather; 
calf trimmed with gabardine; all-ove: 
patent; and all-over calf. Elasticized 
fabrics are emphasized. Prevailing 
colors are black, blue and some brown 
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New Designs Shown in Paris 





New designs by Cedric of Paris. Top to bottom: “Toy 
mule” in stiff old-rose shot-lame trimmed with deeper old- 
rose lacquered satin. Right, sport shoe in white cotton 
mesh with bright red sole, tongue and trimming. Left, 
Dress pump in heavy black satin with black grosgrain 
bow and dentellated applique treatment of the back. Sport 
shoe with straw top lacquered vivid red to match the 
streamlined sole, trim and black lacing. Town sabot in 
bronze-tan satin-box, the soles — with layer folds 
to match. 





Athletic Shoes Profitable Business 
Auxiliary 

Cuicaco, Itt.—Athletic shoes properly made and 
fitted and given well planned promotion can well be 
made a profitable auxiliary division of the retail shoe 
business. This is the contention of Reuben Metz, vet- 
eran shoe retailer of Chicago and head of Metz 
Shoes, men’s shoe shop located in the heart of the loop. 

He has proved it through building up one of the 
largest retail sales volume in bowling shoes in the 
country. Not only does Mr. Metz sell bowling shoes 
to a large majority of both men and women bowlers 
in the Chicago area, but he does a large mail order 
business as well. Orders on a typical day come from 
as widely separated points as Stockton, California, and 
Brooklyn, N. Y. 

His large clientele, which includes many of the cham- 
pions and professions, has been developed because his 
firm has regarded the sale and promotion of bowling 
shoes as a definite part of the regular technique of the 
shoe business. He has his bowling shoes made to order 
with the same rigid requirements as to sizes, lasts, 
widths and all details in construction as are demanded 
for shoes for regular wear. The same exacting care is 
taken in fit. 
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Miss Virginia 
WHITES 


FOR MISSES AND CHILDREN 


There is no question of the importance of 
white shoes this season. 


In all the divisions in which we carry stock 
white shoes are well represented and with this 
service (98% shipment the day your order 
comes) you are assured of good sound shoes, in 
outsole, innersole, upper stock, workmanship, 
lasts that fit as well as beautify, patterns that 
eypress the last word in style: AND PRICES 
TAIAT GIVE YOU THE VOLUME BUSI- 


NESS AT A GOOD MARK UP. 


We show only three examples here. There are 
catalogue. 


twenty-one, white alone in our 


Send for it. 













MISS VIRGINIA 


Dainty Close Edge Little- 
way — Light, Dressy, 
Durable. 


8% to 12 
$1.50 
12% to 3 


$1.57% 
B to D 





POWHATAN 


Goodyear Welt Bend 
Outsoles, Solid Leath- 
er Insoles. The Best 
Shoe We Know for 
the Money. 
8% to 12 
$1.50 
12% to 3 
$1.57% 


B to D 


No. 407 





PLAY POISE 


The Health Shoe of a fo 
Dozen Features That Y /. 

Can Be Sold Under 
$4.00. 


8% to 12 
$2.00 


12% to 3 
$2.15 
Ato D 





ALL PRICES LESS 5% — 30 DAYS 
ALL CARRIED IN STOCK 


VIRGINIA SHOE CO. 


FREDERICKSBURG, VA. 
MANUFACTURERS 
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Leasfed » War he 








SALESMEN WANTED 


BUSINESS OPPORTUNITY 


LINE WANTED 











SALESMEN WANTED 


Live wire men for men's Mgr ad dress shoes. 
Openings are available for to sell the 
best constructed line of Ameriens Welt and 
~~ + s dress shoes in the country. Newest 
test lasts and patterns. Priced to 
sell to veiume accounts. This ad is for the 
real go-getters. Men who have a real - 
ground of selling experience and who arv look- 
ing forward to a real future, as this is a new 
line manufactured by an old established manu- 
facturer with a fine reputation. In answer- 
° state full — regarding territory 
ety have sold; class 
age, and past and 
Your reply will receive 

prompt attention. 


Address 625, Care 
BOOT & SHOE RECORDER 
239 West 30th Street 
New York, N. Y. 











GS ALESMEN- experienced, with following, to 
sell unusually fine White Cleaner and com- 
plete line of shoe dressings and shoe dyes. Car 
essential. Large commissions. State territory. 
Address %634, care Boot & Shoe Recorder, 
239 West 39th Street, New York, N. Y. 





ee oe gs FOR In-Stock line of lar 

Sandals, Sport Oxfords and dippers 
Ak as a side line on 
commission basis to retail trade. Write stating 
age and lines now carried. Territory open: 


Minnesota. Ad- 
Federal Street, Bos 


BUSINESS CAREER NOW AVAILABLE 


ive men and women, with as little as 
profitab! 





of intensive training in 
established units given without charge; liberal 
vestment Write, giving complete in- 
formation, previous experience, personal 
and financial reference to 

583, care BOOT & SHOE RECORDER, 

239 West 39th Street, New York, N Y. 








INCREASE YOUR EARNINGS 
in a business of your own; a system 
of foot correction, with all the trade 
you can attend to. Earn big income in 
service fees in a few weeks. y terms 
for home training. No further capital 
needed, no goods to buy, no agency. 


Address: 
SPENCER SYSTEM 
525 Beck Bay, Boston, Mass. 














LINE WANTED 


MANUFACTURERS ATTENTION! 
Meri or Ladies’; twenty years’ selling ex- 
ith one concern; large following 
litan New York and New Jersey. 
Address 3636, care Boot & Shoe Recorder, 239 
West 39th Street, New York, N. Y. 











Pac SALE: — Women’s Shoe Department, 

doing nice volume on $5.00 to $8.50 shoes. 

basis. Wisconsin town over 30,000 

tion. Address Box $630, care Boot ana 
Recorder, 209 S. State St., Chicago. 


Witt — rare oF of _ footwear, 
foreign and domestic; 
much as $25.00 ee 
Floyd G 


» Pa. 





, 130 Main Street, 


XPERIENCED LADIES’ SHOE MAN ac- 
customed to selling and assembling shoes for 
large accounts will be available March fifteenth. 
If you are int in a man 38 years old, 
capable of doing more than average selling, i 
would like to arrange an interview. cor- 
penis will be a confidentially. ‘Aa. 
dress $629, care Boot & Shoe 1. aie 239 
West 39th Street, New York, N. 





WANTED: High-styled line of ladies’ foot- 
wear, low priced, for Minnesota and Da- 
kotas; travel by car. Address Box $204, New 
Ulm, Minnesota. 





POSITION WANTED 


pesneces, | BUYER, SALESMAN, experi- 

of shoes, merchandise; dis- 
play “marchaadiclog: ement; 15 
years’ experience; ye itter ; reli- 
able. Address $633, care Boot & Ss Recorder, 
239 West 39th Street, New York, a. 


MAN Shoe OR SALESMAN in Men's re- 
tail shoe department; years’ 


, 








Street, New York, 





SHOE SALEEMAS. 34, progressive, py 

sense, 15 shoe 
non e A New York, fo“ohio, 
‘assachusetts, Connecticut, 


lowing in 

West veal 

Rhode I Maine and Vermont. Sales rep- 
pa Rm Miller & Sons past five years. 
Interested in gtade or 

yeas style shoes. Address $632, care 

& Shoe Recorder, 239 West 39th Street, New 
You ie. . f 





a ~~ experienced in ie. See voume 
desires new connecti 
ae, and A-1 references. Address rothy 
care Boot & Shoe Recorder, 239 West 39th 

Street, New York, N. Y. 





SANDAL/SLIPPER FACTORY 

M well acquainted with the important trade 

from Coast to Coast, both chain and Depart- 
ment Stores. Interested to connect with reliable 
Sandal and Slipper ‘factory. May de prepared 

to make investment later. Address $637, care 
Boot & Shoe Recorder, 239 West 39th Street, 
New York, N. Y. 





WANTED TO PURCHASE 





RETAILER wants for cash Women’s branded 
shoes that sell for $6.50 or over. Address 
$635, care Boot & Shoe Recorder, 239 West 
39th Street, New York, N. Y. 





Buyers of Surplus Stocks 
We will buy surplus or entire stocks of shoes 
manufacturers, jobbers or retailers. 
QUANTITY NO OBJECT 
KIRSCH-BLACHER CO.., Inc. 


106 Duane St. New York 
Phone WOrth 2-5377 and 5378 








E BUY 
jus Wholesale and Retail 
randed Shoes such as 
Enna-Jettick, Vital- 
Queen Quality, Bos- 
tonians, Stetson, Red Cross, Nunn-Bush, Etc. 
t a vi PJ RUBIN 


J 
89 Reade ate wal, Ks Church 
Phone Barclay 7-7887. New York City 


Entire or Su 








SHOE STOCKS BOUGHT 


Complete or Part 
Wholesale or Retail 
BARIS SHOE COMPANY, Inc. 
79-81 READE STREET, NEW YORK, WN. Y. 
Telephone WORTH 2-5180-518! 








BUYERS OF 
MANUFACTURERS—RETAILERS 
SURPLUS STOCKS 


CEASAR 
Philadelphia, Pa. 
Phone Market 9139 


BARS 
14 8. Third St. 

















charge, 75 cents. 


should be counted. 
The rate for all display classified 





the rate is 7 cents per 


CLASSIFIED ADVERTISING RATES 


The rate for “Position and Lines Wanted” advertisement is 4 cents per word for all undisplayed advertisements. Mini- 
For all other classified advertisements word. 
When a box number is desired twelve words should be added for the address. In all other cases each word of the 


classified advertisements is $5.00 an inch with a maximum of 46 words. 


Classified advertising is payable in advance. 
Advertisements for this page must be in our New York office on Friday of the week preceding publication. “¥® 


Minimum charge, $1.25. 
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CAPITAL TO INVEST 





XPERIENCED Shoe man will invest capi- 

tal, acquire whole or part interest in estab- 
lished nationally advertised brand of men’s or 
women’s shoe store. Address $626, care Boot 
& Shoe Recorder, 239 West 39th Street, New 
York, N. Y. 





A. S. Beck Opens New 
Store in Rochester 


N. Y.—Opening of the 
A. 8. Beck Shoe Salon at 106 Main 
Street East Saturday, March 7, as- 
sumed proportions of an event. 

Mayor Samuel B. Dicker welcomed 
the firm to the city; members of the 
younger social set here modeled fash- 
ions; two of Arthur Murray’s dancers 
—Miss Marguerite Danz and Anthony 
Ghillany — demonstrated the Rhumba 
and Conga at intervals throughout the 
day. 

Jerry J. Streicher, who came from 
Beck’s Fifth Avenue store to assume 
duties as manager, and a force of thirty 
clerks waited on customers, presenting 
each lady purchaser with a pair of silk 
hosiery; each gentleman buyer with 
two pairs of sox. 

There was unusual public interest in 
the opening not only because the firm 
is new here but for additional reasons 
that the building and its equipment are 
new. The modern one-story building 
was erected to provide for its specific 
needs on the site of the United Building 
of 6 stories, which was razed to make 
room for it. 

This is the 111th store in the Beck 
chain. Unusual speed marked its con- 
struction since the job of razing the old 
building did not begin until the fore 
part of January. The structure is of 
brick with granite facing. 

Although 12,000 pairs of shoes were 
- in stock for the opening, none were on 
display in the large salesroom, which is 
48 by 90 feet, with 76 chairs upholstered 
in red leather for customers. They are 
kept in the stockroom in the rear. 

Bags and women’s hosiery are at the 
right of the main entrance, with ladies’ 
shoes in the rear. The men’s depart- 
ment, for which there is another en- 
trance—although it is in the same large 
room — is on the opposite side. The 
cashier’s desk is in front, with slippers 
at the left. 

Decorations are in shades of rose and 
beige, with wall hangings of pale pink 
in place of tiered boxes along the walls. 
The carpet harmonizes with the decora- 
tions. 

Because this building stands alone— 
with a street on one side and a drive- 
way on the other — there are display 
windows on both sides as well as in 
front. One large display window ex- 
tends out between the two entrances. 
In front of the main entrance is a 
circular showcase apart from the build- 
ing. The doors are of single pieces of 
heavy glass. 

Large display advertisements in local 


newspapers preceded the opening. The 
afternoon paper carried in the same edi- 
tions separate advertisements for the 
men’s and women’s departments. Sizes 
of ladies’ shoes range from 2% to 11, 
AAAA to EEE. 

Jack B. Kahn, general manager of 
the A. S. Beck Company came here to 
arrange for the opening. Present at 
the initiatory ceremonies were B. 
Daniels, vice-president of the company, 
and Atherton Pettingel, public relations 
director. 


Cold Slows Spring Shoes 
But Interest Strong 


DALLAS, TEXAS—With the last half 
of January having eight days of the 
coldest weather in forty-one years, the 
month was a disappointment to mer- 
chants. The usual sale of Spring shoes 
which helps January volume was not 
so good this year. 

George Potashnick, manager Titche- 
Goettinger Company’s shoe depart- 
ment, says, “Patents in all-over mate- 
rial and combined with elasticized 
fabrics are the big sellers at the pres- 
ent time. Pumps are the best selling 
types, with some interest in sandals. 

“Navy seems to be the popular color 
and it is getting stronger as the season 
advances. Wearers are showing quite 
a bit of interest in wedge heels. Play 
shoes are creating more inquiries all 
along and promise to be big this sea- 
son. 

“Women are becoming more con- 
scious of play clothes and this is pro- 
ducing more interest in different types 
of play shoes. An interesting develop- 
ment was the large number of women 
seen on the streets wearing slacks dur- 
ing the recent cold weather. It will 
perhaps create more interest in this 
type of wear for next winter.” 


Shoes for Service and Warmth 
Favored in London and Paris 


LONDON — War-time conditions have 
brought a marked change in the foot- 
wear worn by British and French wo- 
men since Winter set in. So many are 
engaged in A.R.P., ambulance and aux- 
iliary service work that their dainty 
shoes of peace time have been discarded 
and they are looking for wear and 
warmth. 

Even Parisiennes have succumbed to 
thick-soled shoes, and it is a common 
sight in London to see chic women 
wearing talon-fastened lamb _  wool- 
lined bootees. More elegant are the 
Paris models of slipper shoes with high 
tongues that rise up to the instep or 
flop on to a square-toed vamp. These 
Louis XIV slipper shoes are of black 
antelope with a half-inch sole and 
solid heel of contrasting black lizard. 

Then there are black antelope boots 
for very cold weather, such as one 
with high-fitting unlaced front and 
fan-shaped godet back caught by tie 
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MERCHANTS’ NEEDS 
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DUNDE SHOE RE-SHAPING DEVICES, INC 





strings. Another shoe, a high back 
bending down into the front opening, 
finished with astrakhan. It is lined 
with shaved rabbit. Very thick var- 
nished wood is used in many of the 
heels, split for flexibility in walking. 
Compressed cork veneer is given to 
some of the heels, 

So many women chauffeurs are used 
to convey staff officers from place to 
place that high-boots, laced neatly in 
front, are also in demand. Worst sell- 
ers these days are exotic lightweight 
party shoes. 


Plant to Reopen 


SoMERSWorTH, N. H.—The Nu-Flex 
Shoe Co. plant is to be reopened and 
operations started on Spring orders, it 


has been announced. The factory, 
which is run by Chris. Laganasse of 
Lowell, Mass., produces women’s shoes 
and was shut down several weeks ago, 
with temporary idleness for approx- 
imately 250 workers. 

Other local shoe concerns are pre- 
dicting a busy year, including the 
Somersworth Shoe Co., with 500 em- 
ployees and the United Heel firm, with 
nearly 100. There is also optimism at 
the Prime Tanning Co. in nearby Ber- 
wick, Me., where 175 Somersworth and 
Berwick residents are employed. 


Brown Named 
Department Manager 


TOLEDO, OH10—James Brown is in 
charge of the new first floor budget 
shoe shop at the Lion Store, Toledo. 


Conner Shoe Co. 
Enlarges Departments 


DAVENPORT, IowA—The Conner Shoe 
Co., has enlarged its men’s and boys’ 
department and placed it under the 
management of Ray L. Moore, former- 
ly connected with Iowa City shoe stores 
and for the last two years associated 
with the Nunn-Bush Shoe Co., in Chi- 
cago. 
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Merchants Make Most of 
Short Pre-Easter Period 


MINNEAPOLIS, MINN. —In efforts to 
make the most of this year’s short pre- 
Easter period, Minneapolis merchants 
last week launched into the heaviest 
newspaper campaigning of the season 
to date. 

Materials stressed were patents, gab- 
ardine combinations, watersnake, alli- 
gator, lizard, simulated leather, suede, 
kid and calf — practically everything, 
with the perennial patents in the lime- 
light. 

“Elasticized gabardine” and “stretchy 
faille” were frequently mentioned. 
Style points often touched on were 
“wedgies” (hi-heel, window, sandal, ox- 
ford and pump), side-tie oxfords, 
pumps with goring, perforations and 
“portholes,” draped sandals, both closed 
and open toes, pyramid heels. 

Black and blue were the strong col- 
lors. Other colors: “tan with a touch 
of the sun,” beige (in watersnake), 
black patent with white, red, and blue 
trims; white, green, rust and red (in 
suede); and white (in kid). 

High points in “candid” advertising 
were reached by Rothschild’s in de- 
scribing wedges as untruthful shoes. 
“They make everybody think your feet 
are just half their size,” the ad said. 
With less of whimsy than candidness, 
Home Trade Shoe Stores stated in 
nearly all their ads that “—Easter 
comes early and we want to do a nor- 
mal volume in spite of the short time 
before Easter.” 





Fashion Showing Ups 
Spring Sales 

GRANDS Rapips, MicH.—Mart Bring- 
ardner, representative for Vitality 
Shoes, recently spent two days in 
Wurzburg’s Shoe Salon displaying a 
complete sample line of shoes for 
Spring and Summer. 

For the final showing, the depart- 
ment sponsored a shoe fashion show 
displaying all makes of the newest 
Spring footwear for all occasions. 

As a result of the added attraction 
and Mr. Bringardner’s visit, the de- 
partment showed a sizable increase in 
business. 





F. M. McInerney Manages 
New Boston Store 


Boston, Mass. —F. M. McInerney, 
well-known Boston merchant, recently 
manager of the Coward Shoe Store and 
for a number of years the owner of 
Pierre’s, a high-style shoe store for 
women on Boylston Street, has been 
made manager of the newly-opened 
Armand’s Shoe Store on Washington 
Street at the corner of Temple Place. 

This store succeeds Emmett’s Shoe 
Store, which has operated at this loca- 
tion for a number of years. The new 
store, completely modernized and re- 
decorated, carries women’s shoes at $4, 
$5, $6.75 and $7.75. 
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omy OF A Wh if 


THESE ten outstanding makers rely on the Compo Technique in making 


their wedge-heel shoes. Here's a striking example of the fact that the Compo 


Shoe can be as daring as it is practical. For Compo holds a unique position 
as an incentive in the creation of the new, bringing reality to the dream of the 


designer the moment it is born. 
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REINFORCING 


ON THE “WALK CURVE” 


Basic material for Wright Arch Preserver innersoles — expensive 
and difficult to procure — is flexible, close fibred, split hides. 
And to reinforce — a special heavy duck fabric is added. 


Ordinarily, this reinforcement is cemented on with the innersole 
laid flat on the bench — which means that the wearer has to 
stretch this fabric when the shoe is worn. 

But on Wright Arch Preserver innersoles, the fabric is applied 
while the innersole is on an especially designed “walk curve” 
former — the fabric is, therefore, pre-stretched — the result — 
sturdy, shape-holding, but flexible shoes. 

Skilled handwork is this — and just one more of the many 
extra operations which make Arch Preservers so comfortable 
from the very minute they are tried on to the last day of their 
long, long life. 


E. T. WRIGHT & CO., INC., ROCKLAND, MASS. 


ARCH PRESERVER SHOES 
Dor Actiue Men 


FREE—Photographic brochure, “Skilled Hands and Precision Machines”. 
Write us to reserve a copy. 








